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Is YOUR BUSINESS, MR. ADVERTISER, 
WORTH A QUARTER CENT?P 


About the time that this little 
talk appears in Printers’ Ink, the 
much-bepestered adyertiser will be 
deluged with “figgers” showing 
how many bushels of this, that, 
and the other thing, the great 
American farmer produced in this 
bountiful year af 1909. 

And the aforesaid and above 
mentioned advertiser will pay just 
about as much attention to them 
as the average citizen gives to a 
tariff schedule in which he is not 
interested. 

Crop statistics have not one- 
tenth the inherent interest that the 
batting averages of your favorite 
league have. 

The trouble with statistics is 
that they prove too much or they 
don’t prove anything. So I’m not 
going to drag a single statistic into 
this page. 

But here’s a fact: 

The farms of the Mississippi 
Valley have yielded, once more, a 
surprisingly rich harvest and the 
down-trodden, much-abused far- 
mer is feeling pretty good, thank 
you. 

He is tearing down old houses 
and building new—larger and bet- 
ter and more comfortable—simply 
because he doesn’t know what else 
to do with his money. 

He has no “Great White Way” 
upon which to blow in his profits— 
and his tastes do not run in that 
direction anyway. 

So, he buys a little more land, 
puts up better buildings, supplies 
his home with more of the com- 
forts and luxuries of life, and 
Plants another crop to yield him 


more money, to enable him to do 
the whole thing over again. 

In the meantime an ever-increas- 
ing number of good business men 
who are not tied fast to the 
methods of their grandsires, sit 
up and take notice of the modern 
farmer and go after his trade. 

And they get it—in generous 
measure. 

If you, gentle reader, are one of 
the stick-in-the-old-rut class, you 
have not read thus far, because 
you decided several paragraphs 
back that this is all tommy-rot. 

But if, on the other hand, you 
are a live business man—looking 
for new worlds to conquer — 
here’s your opportunity 

The MISSOURI VALLEY 
FARMER—a live agricultural 
monthly of the practical, get- 
down-to-brass-tacks sort, will put 
you next to 325,000 farmers and 
farm homes at a cost of $1.50 per 
agate line. 

A full page (740 lines) will 
carry your complete message to 
these 325,000 homes for $825—a 
cost of about one-quarter of a 
cent for each home. 

Is your business worth a quar- 
ter of a cent? 

Let me tell you more about it. 


Publisher. 

Topeka, Kans., Aug. 24, ’09. 

My Special Representatives are: 
Marco Morrow, Director of Advertis- 
ing, Topeka Kan.; J. C. Feeley, 1306 
Flatiron Bldg., New York City; Justin 
E. Brown, 615 Hartford Bldg., Chicago, 
Tll.; S. N. Spotts, 401 Century Bldg., 
Kansas City, Mo.; . T. Laing, 542 
Ramage BI g+ Omaha, Neb. 


MISSOURI VALLEY FARMER 
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We are the exclusive 
National Selling Agents 
for the space of more 
than three-fourths of the 
cars in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
the Philippine Islands 


STREET RAILWAYS 
ADVERTISING COMPANY 


HOME OFFICE: FLATIRON 
BUILDING, NEW YORK 


WESTERN OFFICE PACIFIC COAST OFFICE 
FIRST NAT'L BANK BLDG. HUMBOLDT BANK BLDG. 
CHICAGO SAN FRANCISCO 
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HOW TO FALL DOWN IN AD- 
VERTISING FOLLOW-UP. 





EXAMPLES OF ADVERTISERS WHO ARE 
NEGLIGENT IN FOLLOWING UP 
INQUIRIES—WRONG METHODS OF 
SOLICITATION—-POOR FORM LETTER 
WRITING. 





By H. M. Montgomery. 


The gravest fault of all follow- 
up plans is lack of promptness. 
If advertisers could only picture 
to themselves the state of mind of 
the inquirer there would be some 
radical changes made in methods. 
Mrs. Jones reads of a new kitch- 
en utensil offered by mail which 
that very morning she felt the 
need of. She writes for informa- 
tion—and her interest right then 
is so strong and ripe that she 
needs but the slightest further 
persuasion to buy. But ten days 
go by before she gets a booklet 
and a weak and stilted form let- 
ter, and then her interest has 
faded. 

Or Mrs. Doe has her appetite 
whetted by the advertising of a 
new food product. She would 
like to have it this minute—for 
the very next meal. She inquires 
of her grocer. He never heard of 
it. A little later she writes for a 
booklet-—and it takes two weeks 
for its arrival. It is too much to 
expect of human nature that she 
should still be keen about it. The 
spell of the ad is gone, and the 
follow-up is so leaden and clam; 
my that it dispels the remaining 
inclination to buy. 

If any one is skeptical that any 
besides the second-rate adverti- 
sers are guilty of such things, let 
them rid themselves of the idea 
at once. I “have the goods on 
them.” It seems as if the worst 
offenders were the largest adver- 
tisers. For instance, there- is 
Kingsford’s Cornstarch, a Stand- 
ard Oil product. Readers of the 


ads are requested to send for a 
booklet, keyed with letters of the 
alphabet. During this summer 
this booklet was sent for by a 
consumer,’ who was interested in 
the hint for using the product for 
a certain dish, and it took six 
weeks before that booklet arrived. 
Incidentally, the ads are keyed 
with alphabet letters, and confuse 
the consumers who read more 
than one magazine because it 
looks to them as if the books. are 
different. What sense is there in 
this keying for general adver- 
tisers, anyway? 

Libby, McNeil & Libby were 
the prime offenders of all. The 
booklet sent for has never arrived 
up to date. It was sent for al- 
most 2 months ago. 

The Holeproof Hosiery Com- 
pany ad struck a certain consu- 
mer at the right moment, and as 
he needed hosiery at once he got 
off a letter for a booklet to get 
more .explicit information before 
buying. It took two weeks be- 
tween New York and Milwaukee 
for that booklet to arrive. 

Curtice Bros., makers of the 
Blue Label goods at Rochester, 
were requested by a consumer 
who desired to know about their 
goods to send a booklet. This 
firm took three weeks to reply. 
Yet mail goes overnight from 
Rochester to New York! 

Another inquiry for a booklet 
went to an advertising ice 
cream freezer company about 
August of last year, and no book- 
let arrived until October—when 
one begins to prefer hot oyster 
stews to ice cream! 

The Stork Company, children’s 
outfitters, who make certain new 
and unique products which con- 
sumers naturally desire to. have 
explained at some length before 
buying, took five whole weeks to 
get the booklet to the inquirer. 

This list of delinquents could 
undoubtedly be continued to great 
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length because 80 per cent. of the 
cases examined consumed over 
one week to get follow-up mat- 
ter to consumers. 

The same delay occurred in the 
case of consumers offering sam- 
ples. Horlick’s Malted Milk took 
twelve days between Wisconsin 
and New York, and Colgate took 
ten days to send a sample to an 
inquirer right in the same city! 

The excuses for these delays 
can readily be anticipated: “Of- 
fice force kept too busy—couldn’t 
get them out before that.” In 
passing, observe that such argu- 
ments are a big boost for adver- 
tising; but next observe that it 
is wofully shortsighted policy. 

But we are not yet through 
with our muckraking. Those ad- 
vertisers who sell an article cost- 
ing a fair price have a supposedly 
clever but really senseless prac- 
tice of following up inquiries with 
persistent personal solicitation. 
One of the attractive things about 
sending for a booklet in the opin- 
ion of consumers, is that many 
booklets can be sent for and ex- 
amined at a safe distance from 
eager salesmen. 

Recently a New York woman, 
who wanted to compare the rela- 
tive merits of phonographs from 
booklets, sent for half a dozen. 
Two days later an enterprising 
young gentleman from the Na- 
tional Phonograph Company called 
and the surprised woman said, 
“No, I’m not on the market for 
an outfit right now.” 

“What!” exclaimed the solicitor, 
who had made a considerable jour- 
ney, “do you mean to say that 
you are not going to buy after 
putting this firm to so much 
trouble to come to see you?” 
And he looked unutterable things, 
until the woman gave him a neat 
piece of her mind. 

So much for management of 
follow-up; but the actual writing 
of form letters is another whole 
chapter in the ‘story. 

It is inconceivable that such 
large and successful concerns 
should allow such mediocre rot 
to pass out. They almost invari- 
ably begin— 

“We are pleased to send, in re- 
ply to your request,”. etc. 


INK. 


Sometimes it is varied a little 
by changing the phrasing to “your 
favor of the 1oth inst received” 
etc. If the same companies dis- 
covered in their employ a sales- 
man, however unimportant, who 
talked personally to prospects in 
this manner, he would be dropped 
instantly. And yet a form letter 
of cheap and hashed up arrange- 
ment is sent out as a salesman to 
meet the inquiries which are the 
result of an advertising campaign 
costing perhaps $50,000! It is 
small wonder that magazines give 
no more direct results than 
they do. 

In campaigning dealers, the 
same mistake of poor form letter 
copy is also used, and yet here 
is where it is most important of 
all, The consumer who has writ- 
ten will probably read most let- 
ters of reply; but the dealer who 
didn’t ask for a letter is certain to 
need high-class salesmanship, 

Just as a pretty fair example of 
the latter kind of letter, I attach 
one recently used by Klee & Com- 
pany, tailors: 


Kree & Company. 
New York, 


GENTLEMEN: 


It is certainly a fact that if you do 
not advertise, you cannot compete with 
those who do. It takes brains to ad- 
vertise, you must have good cuts, good 
copy, good judgment and _ thoroughly 
understand the psychology of advertis- 
ing. Of course, it costs money—a great 
deal of money—but it need not be your 
money. 

Entirely at our expense (including 
postage) we will mail direct to a list 
of names you may furnish a_ vast 
amount of order-creating literature of 
every conceivable sort that will bring 
many a person within your doors who 
may possibly have never been there be- 
fore. We send booklets, folders with 
samples, letters, etc., all bearing your 
name and address, giving you immensely 
valuable publicity in your community— 
yet you spend not a penny. 

You ought to handle our complete sam- 
S outfit so you can offer your trade 

ew York styles and New York crafts- 
manship. Our line contains hundreds 
of the choicest patterns—every one guat- 
anteed strictly pure wool, and warrant- 
ed to give complete satisfaction. How- 
ever satisfied you may be with your 
tailoring line, you can’t afford to let 
this opportunity slip by. 

New York’s authentic styles and New 
York’s, incomparable workmanship will 
be a mighty aid to you. Better throw in 
your line while the fishing’s good. We 
ate hete to help, 

Kiez & Company. 
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Reprint from issue of 
The Cohoes Republican 
August 23, 1909 


TRUTH vs. LIES 


A few weeks ago the “Republican,” for good and suf- 
ficient reasons, dropped its membership in the so-called 
United Publishers’ Association; of which a Mr. Arthur 
Koppell is advertised as general manager ; and as we saw 
fit to withdraw from an “association” which produced no 
results for us, and for which we paid double the price 
charged some other newspapers, a Mr. Arthur Koppell, 
General Manager, or his so-called publication, the “Pub- 
lishers’ Bulletin,” has the following to say: 


“Our reports on the Cohoes situation show a peculiarly 
large majority of sentiment for the Dispatch amongst the 
leading advertisers of the country, * * * * * The Dis- 
patch enjoys the largest circulation in the vicinity, and has 
the support not only of the local merchants, but the big 
advertisers throughout the country.” 


Now, perhaps, a Mr. Arthur Koppell, or the organ of 
the “association,” is right, but, knowing the exact condi- 
tion of affairs, the “Republican” will give $500.00 to any 
charitable institution in Cohoes if a Mr. Arthur Koppell, 
or the publishers of the “Dispatch,” will prove the asser- 
tion by a complete examination, by three competent 
judges, of the circulation books, cash account and bills for 
white paper for the past two years, of each newspaper. 
Will this be accepted? Wait and see! 


This is a case of “put up or shut up,” as the “RE- 
PUBLICAN” will not tolerate false assertions by its 
contemporary or its new-found friend ($30.00 to $60.00 
in advertising—Either price for the same work) the so- 
called United Publishers’ Association, a Mr. Arthur 
Koppell, General Manager. 


Furthermore, the “REPUBLICAN” stands ready to 
prove by an examination as above mentioned, of all pub- 
lications concerned, that it has a greater paid circulation 
than all other daily newspapers circulated in Cohoes 
combined. 


Foreign Representative, 
BENJAMIN & KENTNOR CO., 
Boyce Bldg., Chicago, Til. 225 Fifth Ave., New York City. 
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PERRINE, NEW STANDARD 
OIL AGENT, ASKS FOR 
RECOGNITION. 


QUOIN CLUB CONSIDERING APPLICA- 
TION—SPECULATION AS TO PROB- 
ABLE OUTCOME VERY KEEN—AP- 
PLICATION WITHDRAWN FROM A. 
N. P. A.—PERRINE CLAIMS TO 
HAVE NINE ACCOUNTS—INJUSTICE 
TO AGENCIES ARGUED 








H. L, Perrine, recently appoint- 
ed advertising agent for fhe 
Standard Oil Company, has just 
made application for recognition 
as an agent by the Quoin Club, 
representing the prominent mag- 
azines. He has similarly applied 
for recognition from newspapers, 
to the American Newspaper Pub- 
lishers’ Association. 

This action has been predicted 
all along, ever since Mr. Perrine 
received his appointment, after 
serving as secretary to the New 
York Public Service Commission 
and having been at one time ad- 
vertising manager for Sozodont. 
The expected action of Mr. Per- 
rine, in seeking to place the Stand- 
ard Oil Company advertising, is 
the source of widespread com- 
ment in the advertising business. 
Much of this talk is misinformed, 
as Mr. Perrine is not, as some 
say, going to place the business 
of all the allied Standard Oil ad- 
vertising, since Arnold & Dyer 
are now placing and, it is stated, 
will continue to place the Corn 
Products Company advertising. 
Another source of misinformation 
is the assumption that Mr. Per- 
rine is seeking to place the busi- 
ness direct, in the capacity of ad- 
vertising manager of the Stand- 
ard Oil Company, and that he is 
therefore, asking for commissions 
direct to the advertiser. 

The grounds upon which Mr. 
Perrine makes application for rec- 
ognition are those of an advertis- 
ing agent and are offered as ex- 
actly the same as the claims of 
other advertising agents seeking 
recognition. It is said that Mr. 
Perrine claims to have nine sepa- 
rate accounts and considers him- 
self on the same footing with 
other agents now recognized. Mr. 
Perrine’s office is in the Standard 


Oil building, at 26 Broadway, con. 
nected with the other offices of the 
company, just like the advertising 
departments of other concerns, 

Many advertising men charac- 
terize this, however, as a serious 
crisis in publishing and advertis- 
ing policy, and as a distinct threat- 
ened injustice to agencies. N. W. 
Ayer & Son developed the Stand- 
ard Oil Company as an advertiser 
years ago, and has held the ac- 
count from the first, until recent- 
ly. It is declared that the recog- 
nition of Mr. Perrine means the 
abandonment of the policy of the 
magazines and newspapers to 
stand by the agents who undoubt- 
edly have been of great assistance 
in building up the volume of ad- 
vertising now enjoyed by them. 

Whether or not the newspapers 
and magazines will give the de- 
sired recognition is now a uni- 
versal and important topic among 
advertising men who have heard 
of the application. Some say they 
do not see how the publishers’ 
associations can recognize them, 
in fairness to agencies; while 
others say they don’t see how they 
can refuse, according to the rules 
laid down. It is freely predicted 
that the Quoin Club will not 
grant recognition, 

After having applied for recog- 
nition to the A. N. P. A., without 
receiving any encouragement, Mr. 
Perrine, it is announced, has with- 
drawn his application. The Quoin 
Club is expected to make an 
answer by September roth. 

Already some publications have 
taken action. A fashion publication 
has agreed to accept advertising 
if the same rules applying to other 
agencies are complied with, and 
it is understood that several other 
publications have acquiesced. 

The basis on which some of 
these publications have granted 
tentative recognition is said to be 
that the accounts Mr. Perrine 
claims to have must be satisfac- 
tory and that evidence must be 
presented that no rebate back to 
the Standard Oil Company of 
commissions will be made. 

It is even hinted in some quar- 
ters that in case recognition is not 
secured that a withdrawal of the 
advertising will be made. 
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The October 
SCRIBNER’S 


—with the first of Mr. Roosevelt’s 
African Hunting Articles— will be 
the most widely circulated and 
eagerly read magazine of the month. 





Closing date— 


September 4th 


A GREAT increase in circulation. 
No raise in advertising rates. 





$250 per page. 
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Canada’s Greatest Newspaper is the 
Vancouver Daily World 


HESE figures tell the story of where 

| you can get results in your advertising 

campaign. The World has not been 

out after foreign advertising. 98% of its ad- 
vertising is local. 

The three largest departmental stores in 
Vancouver use the columns of The Daily 
World exclusively. 

The following table tells the rest of the 
story: 








Daily Daily World Gain 
ig se — wae 
March - - - - 82669 66195 16474 
April - - - - 89858 77384 11969 
May - - - - 84557 68089 16468 
June - - = = 78809 64965 13844 
July- - - - - 81278 59151 22122 
Total - - - 416661 3835784 80877 
Note the Turn of the Tide June—July 
Daily World Daily Province 
June - - - 78,809 - - - - 64,965 
he += 4 ws ss 
World’s GAIN Province’s LOSS 
2464 inches 5814 inches 


World’s total gain over Province, 8278 inches 

We cannot give you position but we can 
give results. Sworn circulation statements will 
be furnished on application. 

The World was an 8-page paper June (st, 
1905, to-day it is a thirty-page paper, and is 
the largest paper published in Canada. Send 
Jor a sample copy. 


The World Printing & Pub. Co., Ltd., Vancouver, B. C. 
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JAMES J. HILL TELLS 
“PRINTERS’ INK” ABOUT 
CANADIAN TRADE 
POSSIBILITIES. 





FAMOUS “EMPIRE BUILDER” PREDICTS 
BIG OPPORTUNITIES IN DOMINION— 
WESTERN CANADA _ ESPECIALLY 
BLESSED—THE STRONG HINT IN 
IMPORT STATISTICS, 





Few men can see further ahead 
in trade possibilities than James J. 
Hill. He is an especially skilled 
analyst in agricultural and coloni- 
zation possibilities, and his opinion 
of our opportunity for trade in 
Canada is of the strongest practi- 
cal value. Mr. ‘Hifl was born in 
Canada and keeps in close touch 
with its progress. 

With this in mind, PRinTERs’ 
Ink has secured from Mr. Hill an 
exclusive interview of real im- 
portance. 

“Canada, West Canada, all that 
country that is attracting so much 
attention,” says Mr. Hill, “was 
right there in Adam and Eve’s 
time. The country does not de- 
velop itself. Men develop it. Tell 
me what kind of men Canada is 
going to produce in the next gen- 
eration and I will tell you what 
Canada will be. 

“Canada has one advantage over 
us, ina greater spirit of unity. In 
many ways there is greater sta- 
bility of thought in Canada. We 
may see this in the development 
of the western part of that coun- 
try. Her people are more con- 
cerned with making progress, less 
with the popular issues of the 
day. The Canadians are making 
great strides. There are a good 
many things we could learn from 
them. I do not know of any- 
thing that we need set ourselves 
up to teach them. They are get- 
ting along very well. 

“The Americanization of West- 
ern Canada? I think it an over- 
stated proposition. I have not 
given it much serious thought. It 
is true enough that there has been 
much money from the United 
States invested in Western Can- 
ada and a great deal in Eastern 
Canada also. Why not, if it is a 
good investment? But there are 
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always conclusions drawn by some 
in the early stages of any great 
movement that do not come out 
right in the end. I think it a mat- 
ter that may very well be left to 
work out itself, and I think the 
Canadians plenty able to take care 
of themselves without advice from 
us. 
“The wisest man cannot foretell 
the future of Canada, and I do 
not want to undertake to do it, 
but, if they are prosperous and 
progressive now with their re- 
sources yet to be developed in 
many lines, why should they not 
continue so, and why should not 
Canadian wealth and influence in- 
crease greatly in another genera- 
tion? There is land and wealth 
enough in Canada to feed every 
mouth in Europe. 

“The greatest need of this coun- 
try in another generation or two 
will be the providing of homes for 
its people and producing sufficient 
for them. I have talked of this 
repeatedly. You may take the 
population growth of the country 
for the past generation, and if 
you assume that the ratio is go- 
ing to be kept up you will see 
that we are going to have a mighty 
big population in this country be- 
fore long. The days of our prom- 
inence as a wheat-exporting coun- 
try are gone. Canada is to be 
the great wheat country. More 
and more from now on we will 
have to think about housing and 
feeding our own people, and not 
sending our produce to feed Eu- 
rope. Certainly I think Canada 
has a great future from an eco- 
nomic standpoint. One out of 
every five people born in Canada 
now live in the U. S., but Can- 
ada is rapidly getting them back, 
bringing from $5,000 to $20,000 
with them. 

“Our trade with Canada is ex- 
ceeded in volume only by that 
with Germany and Great Britain. 
In 1907 the aggregate imports and 
exports of the United States in 
trade with the Dominion were, in 
round numbers, $260,000,000. We 
think it worth while to negotiate 
reciprocity treaties — which the 
Senate quietly pigeon-holes—with 
France, but our business with 
France last year fell short of that 
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with Canada by mote than $15,- 
000,000. We are spending some 
three hundred million dollars on 
the Panama Canal in the hope of 
erlarged trade with the west 
coast of South America. Our 
combined trade with all the coun- 
tries on both coasts of South 
America in 1907 was only a little 
over $200,000,000. With all Asia 
we did in 1907 but $50,000,000 
more than with Canada. Her 
total foreign trade with all coun- 
tries has grown 138 per cent. in 
the last ten years. 

“From 1898 to 1906 Canadian 
imports from Great Britain in- 
creased from $32,043,461 to $69,- 
183,915, or over $37,000,000. Dur- 
ing the same time her imports 
from the United States increased 
from $74,824,923 to $168,798,376, or 
$93,973,453, according to her offi- 
cial statistics. In these years the 
exports of Canadian products to 
the United States increased over 
$49,000,000, and to England less 
than $34,400,000. In 1895 her du- 
tiable imports from the United 
States exceeded in value those 
from the United Kingdom by $2,- 
500,000; in 1906 the difference on 
the same side of the account was 
nearly $37,000,000. The value of 
goods reaching Canada in bond 
from the United States ports in 
1906 amounted to $25,936,120; 
while the merchandise received in 
transit from Canada in 1906 at the 
Atlantic seaports of the United 
States and thence shipped to for- 
eign countries was valued at $25,- 
300,790. To such an extent each 
finds it convenient to use the ports, 
the railroad systems, and the ca- 
nals of the other. 

“T believe that the most natural, 
the most popular and the most 
highly profitable commercial 
status between the United States 
and Canada is free trade.” 


“ALWAYS A HELP.” 


GiLtteTTE Sarety Razor Co. 
MontTreaL, Aug. 19, 1909. 
Editor of Printers’ INK: 

e enclose herewith subscription 
blank, together with our check for $5.00. 
Kindly keep us on your mailing list for 
the next three years. 

Printers’ Ink is always a help, and 
myself and office staff look forward to 
its arrival. A, A. BiruHits, 

Manager and D* ~~tor, 
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ADVERTISING GOING OUT FROM 
DETROIT. 





J. Walter Thompson Company’s De. 
troit office has closed contract with the 
Brush Runabout Company, Detroit. 
Large space will be used in the big 
city dailies and the national weeklies 
as well as in the agricultural papers, 
he agricultural advertising of the 
Ann Arbor Machine Company’s con. 
tracts for 1,000 lines in leading farm 
publications for the Wilder-Strong Com. 
pany, Monroe, Michigan; some exten- 
sive advertising for the Comet Electrical 
Manufacturing Company, Detroit manu. 
facturers of the All-In-One spark plug, 
and fall orders for the Detroit Stove 
W orks are also going out. 

Spitzer & Co., Bond Bankers of To- 
ledo, have been won to National Adver- 
tising. Space will be used in a con- 
siderable list of general magazines. 

The Trussed Concrete Steel Company 
Detroit, is using magazine pages an 
quarter pages in the Post and Collier's 
advertising the Kahn System Building 
Products. 

A large list of southern and south- 
western newspapers will be used to 
advertise the ‘rue Blue Gas Mantle 
of the Michigan Gas Mantle Company, 
Detroit. 

Mt, Clemens Bitter Water Company 
will be advertised extensively in the 
leading magazines and the newspapers 
of the larger cities. 














in Western 
Canada 


EVERY FIFTH FARMER 
SPEAKS GERMAN! 





There are from Official 
Statistics 


250,000 German 
Speaking Souls. 


These constitute the exclusive 
field of and are only to be 
reached through 


Der Pordwesten 


Canada’s only German Agricul- 
is tural Newspaper. 
Circulation over 18,000 Weekly. 





It reaches every German home 





_ DER NORDWESTEN 
PUB. CO. Winnipeg, Can. 


Send for Rate Card. 
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The Open Door 


to Canada 


It is estimated that within fifty years the population 
of Canada will equal the present population of the United 
States. 


American manufacturers taking up this territory now, 
secure a “first on the ground” deep rooted demand for 
their goods. An advertising campaign in ‘Canada’s 
Greatest Newspapers” is the horse-power which swings 
the “‘open door ”’ to Canada’s trade. 


The Promotion Department of Zhe Montreal Star 


is at your command for assistance in the proper placing 
of Agencies for your goods in Montreal and throughout 
the Dominion. This, without any cost to the advertiser. 


The Montreal Daily Star guarantees a circulation 
exceeding 70,000 copies daily. It is read in over 95% 
of the English speaking homes of Montreal. 


The Family Herald and Weekly Star guarantees a 
circulation of 140,000 copies each issue and is received 
in over 97% of the Post Offices of the Dominion. The 
great Weekly Magazine Newspaper of Canada. 


Are you interested ? 


If so, write for further particulars. 


DAN A. CARROLL W. Y. PERRY, 
Eastern U. S. Representative Western U. S. Representative 
Tribune Building Ist National Bank Building 
New York City Chicago, II], 


It 
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FOUR MONTHS’ ADVERTIS- 
ING: CREATED $100,000 
VALUE FOR CRAPO 
TRADE-MARK. 





ITALIAN LINENS SOLD BY MAIL AND 
RETAIL—-AN OFFER FROM JOBBER 
PROVES THE GOOD-WILL VALUE 
CREATED BY THE ADVERTISING. 





Because trade-marks so fre- 
quently have acquired some value 
before advertising begins, it is not 
easy to make an estimate of the 
value which advertising has added 
to them. But here is an instance 
where the facts make a clear and 
astonishing example of the value 
which advertising, pure and sim- 
ple, has created. 

One hundred thousand dollars 
was offered and refused for the 
trade-mark of the John M. Crapo 
linen business within four months 
after the mark was adopted and a 
systematic advertising campaign 
was started to exploit the high- 
grade Italian linens handled ex- 
clusively by the concern. 

For many years the Crapo store 
has been one of the old estab- 
lished retail houses of Albanv, ad- 
vertising somewhat in the local 
newspapers and doing some mail- 
order trade as a result of moder- 
ate advertising in a few maga- 
zines. Last winter Mrs. John M. 
Crapo, head of the concern, 
reached the conclusion that there 
were wider possibilities for her 
kind of linens and accordingly de- 
cided to open a new store in the 
heart of New York’s Fifth ave- 
nue shopping district. 

Having got excellent results 
from the small amount of adver- 
tising she did before coming to 
New York, advertising was one 
of Mrs. Crapo’s first thoughts in 
launching her metropolitan enter- 
prise. She consulted with an ad- 
vertising agency, and as a result 
of its advice embarked on a rather 
economical campaign. 

Shortly before opening her New 
York store Mrs. Crapo had gone 
to Italy and made practically a 
perpetual contract for the output 
of the factory making the linens 
sold by her establishment. This 
circumstance and the further fact 


that once a consumer used these 
linens she was likely to buy no 
other, convinced the advertising 
men that the first essential to go- 
ing after the best retail market 
for the goods was to give them a 
distinctive trade-mark. A mark 
of simple design was chosen, with 
the name “Crapo” in the center 
of two concentric circles. This 
was worked into the cloth at the 
factory just as a water-mark js 
worked into paper. 

At first Mrs. Crapo was strongly 
inclined to reject this mark be- 
cause of its very simplicity, show- 
ing a preference for some designs 
which were more elaborate. Fi- 
nally, however, the matter was set- 
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more refined, comforting, aesthetic 
hey are hand woven, grass bleached, and 

will last for many years. : 

We are sole importers of these exquisite Crapo Linen Goods. 

They are sold only in our stores. " 

Our iWustrateé Catal oft YWnens, towels, 


a8 effects, artic! . crepes, 
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gc) sent 6 Satis Bl sco eeat ars hw tem 
elm/ John M. Crapo Linen Store, 
WEY 38) Fifth Avenue, New York. 
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NEWSPAPER AD. 


tled and the advertising begun. 
As the idea was to get the at- 
tention primarily of the best class 
of New York’s housekeepers, it 
was decided to use space in only 
a few of the daily newspapers 
which the agents felt sure would 
get into the hands of the people 
who might be interested. 

Copy varying in size from 200 
to 100 lines and featuring the 
trade-mark was therefore pre- 
pared and run in the Times, 
the Herald, the Sun, Evening 
Post and the Globe. Ballard & 
Alvord, the advertising agency 
entrusted with the Crapo cam- 
paign, were then, as now, using 
regularly a large amount of space 
each Sunday in the illustrated 
sections of the Herald and Times 
under the title “The High-Class 
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Artistic Advertisers of New York 
City’ for carrying the ads of a 
number of leading shops. The 
Crapo ads were given prominent 
display under this classification. 

In addition to the newspapers, 
yarious occasional mediums, such 
as programmes, special booklets, 
etc, were used from time to time 
for spreading the facts about the 
Crapo linens locally, while the 
Saturday Evening Post and the 
Ladies’ Home Journal were uti- 
lized for increasing the mail-or- 
der business. The entire cost of 
this advertising, which started in 
January, has never been more 
than $1,000 in any one month and 
there have been months when 
the cost did not, greatly exceed 
$500. : 
The campaign had been under 
way only a few weeks when it 
began to be heard from in the way 
of real results. Discriminating 
buyers sought out the store, which 
was and still “is, located on the 
third floor of ‘a ‘Fifth avenue 
building and a good local trade 
was soon established. The mail- 
order advertising likewise showed 
strong pulling powers and the 
New York end of the Crapo busi- 
ness soon had plenty to do. 

The wisdom of the move made 
in tying up the house’s exclusive 
linens with a suitable trade-mark 
and trade-name became increas- 
ingly apparent, but the accretion 
of value to the good will of the 
business through the careful ex- 
ploitation of this distinctive mark 
was not fully realized for some 
time either by Mrs. Crapo or by 
the advertising men themselves. 

In April a large importing and 
jobbing textile house, after care- 
fully watching the progress of 
the Crapo campaign, became so 
impressed with the possibilities of 
the business that they went to 
Mrs. Crapo and offered her $100,- 
ooo if she would surrender to 
them her trade-mark and _ trade- 
name. The offer was promptly 
rejected, although the concern 
making it agreed that if it were 
accepted they would have no ob- 
jection to Mrs. Crapo continuing 
in business. The same concern 
also sought to buy her out .abso- 
lutely, but this offer had no more 
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charms for her than had the other. 

“Everything considered,” | says 
A. H. Ballard, of Ballard & AI- 
vord, “Mrs. Crapo feels that she 
has reason to be very well sat- 
isfied with the situation. She 
wrote us after the trade-mark 
offer was made that she felt as 
if we had made her a present 
of $100,000 in addition to looking 
after her advertising. I think 
we were more pleased to have 
had her say that than we should 
have been if she had offered us a 
half interest in her business. 

“A series of ‘towel talks’ run 
in the Sunday newspapers at- 
tracted widespread attention, re- 
plies and orders coming from 
every part of the United States. 
The Crapo dress linens also have 
great wearing qualities and, sell- 
ing at reasonable prices, have 
met with ready sale once the ad- 
vertising has brought the prospec- 
tive buyer to the point of looking 
at them.” 

Not the least’ important result 
of the campaign will be that at 
the beginning of the year the 
John M. Crapo store will move 
into larger and better quarters 
in a Fifth avenue building built 
especially for it. 

—_+ 0+ —____ 
“WITHOUT EQUAL AS AN IDEA 
PRODUCER.” 

Times SguarE AuTOMOBILE Co. 

New York, Aug. 19, 1909. 
Editor of Printers’ INK: 

We wish to thanx you for your 
very kind article in last Printers’ Ink 
in reference to our house organ, the 
Times Square Automobile Bulletin, 
and the work it and our general 
advertising is accomplishing for us. 
While it may not always be pleasant 
“to see ourselves as others see us,” 
the article in question gives quite the 
contrary effect, and while this is most 
gratifying to us, it encourages us to 
beieve that we are pursuing a proper 
course in our legitimate advertising 
methods and influences us to increase 
the space used and give broader scope to 
our publicity. , 

Printers’ Ink is a stimulant of the 
best sort to the advertiser, and as an 
idea producer it is without equal. 

In thanking ~ou for your kind words, 
we wish to urge you to continue to 
encourage every branch of the auto- 
movile trade to advertise in a way which 
will be conducive to bringing direct 
returns on the money invested rather 
than using the broadcast general pub- 
licity which now seems to be the univer- 
sal practice, F. D. StipHam, 

Advertising Manager. 








14 


PRINTERS’ INK: 














N his annual report on the crop of 1908, Secretary WILSON says: 

—“The wealth that has grown out of the soil in four months of 

rain and sunshine and some drouth too, 1s enough to pay for th 
Panama Canal and fifty battleships.” 


That is a Wrong Statement 


for it is not enough to squander on unneeded battleships nor 
enough to carry disproportionate tax burdens for farmers, but thos 


Eight Billion Dollars are Enough 


to build a new and comfortable home for every farm family in America, 
even if every farm house were destroyed; enough to keep in comfort, 
approaching luxury, every farmer and every member of his family, 
until the crop of 1909 is marketed; enough to pay every farm mortgage 
and every farmer’s debts of every kind. 
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bigger than 1908 or 1907 or any previous crop ever grown—bigger in 
acreage, bigger in yield per acre, and much greater in market price per 
bushel. It comes on top of the great debt-paying, home-building crops 
of recent years. Minnesota and the Dakotas alone have crops, this 
year, actually worth over Two-hundred Million Dollars more than 
the great crop of 1908, about which Secretary WILSON is even now 
boasting. 


What Will They Do With It? 


Previous crops put them on “Easy street”; the monster crop of 
1909 puts them in automobiles on Wealth Avenue, in Luxury Park. 


Come and Ride With Them 


by advertising in the only Weekly Farm Paper in the Spring Wheat 
Region, the best of all farm regions. 


wr 
MINNE 


Reaches 80,000 prosperous Farm Families every Saturday.—100,000 the first 
Saturday of each month. It costs subscribers double the price of any other farm 
paper in its field but gives the readers value proportionate; it reaches the best of 
the farmers accordingly—those who are able to look at quality and not merely at 
cheapness. It cost advertisers less than space in any of its competitors—not merely 
absolutely less but proportionately less per agate line per thousand circulation. Its 


Address 


P. V. COLLINS PUBLISHING COMPANY 


P. V. COLLINS, President and General Manager 
MINNEAPOLIS, - - - MINNESOTA 
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nth She MAGAZINE ISSUE 
of the NORTHWESTERN AGRICULTURIST is a regular and long estab- 
lished feature of the publication. It is the first issue of each month. 
ps It is the most elaborately printed 
tho FARM PAPER IN AMERICA 
with its beautiful three-color cover of highest quality color printing and 
with its numerous illustrations and special features, 
eae It has 25 per cent, extra circulation, making a total 
‘Omtort, 
family, CIRCULATION 100,000 GUARANTEED 
ortgage but with no increase of rates. 
zger in | 
ic d 
an SPACE, Especially in the Magazine 
“ this numbers should be reser¥ed as far in advance as possible, for it is impossible | 
y to accommodate late-comers, and business has been piling in, in such an i 
e than unprecedented volume this fall that it is hard to anticipate the demand. | 
n now Be early! i 
Sample copies free to advertisers on application, i 
ADVERTISING RATES: i 
rop of Pi OD: MUG rae 60 osxied + se ssnoneie seideneias 35 cents } 
Park. DOOD TUMOS... oc vccsccccccgccccsvvccsscesevcs 32 cents 5 
eg EF ER ere Sr Tr rrr ernie 30 cents ; 
PT re errr ee $250.00 
Wheat Outside back cover pages in color $300.00 all sold for two years in 


advance, Same inside cover pages yet open—$250,00—in colors. 


RMGRICt 
NEGOLIS 


€ & prestige with readers is unequaled for its agricultural editorial staff is unsurpassed 
: 3" in knowledge, experience, or reputation; its advertising columns are clean and the 
es - honesty of its advertisements guaranteed by its publishers. This is the secret of its 
rely @ Extraordinary Pulling Power which so often surprises its advertisers, even after 


~ they realize how prosperous and progressive are its Northwestern farmers. 














BRANCH OFFICES: 
CHICAGO: 844 Tribune Building, B. W. RHOADS in Charge, 
[Y | NEW YoRK: Metropolitan Life Building, No. 1 Madison Ave., E. M. MANSUR, 


in Charge, 
BOSTON: 24 Milk Street, C. P. MELLOWS in Charge. 
DES MOINES; 409 Flynn Building, G. W. TODD in Charge. 
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HOW KEYSTONE GREASE 
MAKES TRADE-JOURNAL 
ADVERTISING PAY. 





“EASY PREY” AT ONE TIME FOR 
“ SCHEMES "—NOW GOES AFTER 
CLASSES OF TRADE WITH DEFINITE 
PROPOSITION — $100,000 A YEAR 


SPENT IN ADVERTISING. 





By Paul Lewis 

Keystone Grease has been in the 
advertising race for nearly twenty 
years. It has taken a good many 
hurdles, fallen in many ditches, 
but struggled on until it won out 
with a splendid success. ‘This 
achievement was not  accom- 
plished, however, until the man at 
the reins learned most of the pit- 
falls from sad experience, coal 
them carefully, and discovered 
where solid footing could be ex- 
pected. 

“T think I was about the easiest 
prey ever marked by the advertis- 
ing auxiliary brigade,” says A. C 
Buzby, president and general man- 
ager of the Keystone Lubricating 
Company. “For years I was ready 
to take a chance on almost any 
proposition put before me in the 
hope that each fresh scheme would 
bring returns. I put money into 
directories, programs, toys, kites, 
novelties of every description, and 
what not without end and with 
out result except experience. 

“Until about 1897 Keystone 
Grease was merely a side line in 
my business. I had a number of 
other projects, but after the busi- 
ness depression in the nineties I 
determined to make this side line 
my main prop. I knew its strength 
and I knew lubrication, but I 
didn’t know anything about adver- 
tising, although I had abounding 
faith. You can bet that faith cost 
me a heap of money before it was 
justified. For five years I fed it 
with the sort of advertising ex- 
penditure I have mentioned and, 
although the business increased in 
a small way, I couldn’t credit any 
progress to the advertising.” 

It is interesting to recall here 
the advertising graveyard that 
Printers’ INK raked over some 
time ago. How many of the de- 
ceased would be well and thriving 
to-day if their backers had pos- 





sessed the faith that carried Mr. 
Buzby through an unusually long 
period of discouragement. 

“It was in 1902, I think, that a 


.man came along and said if | 


would give him a hundred dollars 
he woutd furnish a definite plan 
of advertising that would save ex- 
pense and bring orders,” contin- 
ued Mr. Buzby. “I took an extra 
tight grip on my pocket-book, but 
after thinking it over I loosened 
up according to habit and gave 
him the hundred. Well, it was 
the best advertising investment | 
ever made. We went to work on 
this man’s plan and have been 
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working on it ever since with 
greater success than I had hoped 
for. 

“What was‘this plan? Well, all 
the advertising world follows it 
now. It consisted simply of clas- 
sifying our trade and going after 
each class with something definite. 
You see, there are as many differ- 
ent problems in lubrication as 
there are different kinds of ma- 
chinery. The street railway men, 
the textile manufacturers and 
scores of other power users are 
confronted with difficulties as dis- 
tinct as their types of engines and 
transmission. By appealing to 
each class separately with the par- 

(Continued on page 19.) 
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Philadelphia 


require additional copy writers 











WILL YOU COME TO ROCHESTER? 


If you will your visit will give us an oppor- 

tunity to do many things we cannot do in these 
pages. 
d We will show you our circulation; prove it 
! beyond the question of a reasonable doubt; 
prove to you that our readers are high-grade 
r men of means; that 27,000 of them get this 
magazine every month. We will try to show 
you these things by mail if you will drop us a 
line. We have a live, up-to-date magazine of 
established prestige and worthy of your atten- 
l tion. 


CASE AND COMMENT, Rochester, N. Y. 
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Have Youa Medium 
on Your List that is 
Consulted by over 
1,500,000 People 
Daily ? 


There is only one such medium covering 
New York—The New York City Tele- 
phone Directory. 

It reaches the entire resident and 
visiting population of New York City. 

Everybody in New York uses the tele- 
phone —everybody in New York consults the 
Telephone Directory. 

The million and a half people who consult 
the Telephone Directory every day are just 
the people you want to reach—there are no 
better customers in the world. 

Every advertiser who wants to cover New 
York City should advertise in 


THE NEW YORK CITY 


Telephone Directory 


ADVERTISING INIT PAYS | Teephne Direct 
New York Tdephne Company 
For complete information and rates, “ice 
write or telephone to 








ADVERTISING MANAGER 


New York Telephone Company May 6,1909 
26 Cortlandt Street Tel. 12000 Cortland 
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(Continued from page 16.) 


ticular arguments that bear on his 
problem, we have no difficulty in 
getting a hearing and in most 
cases a trial of our lubricant, 

“We have used most of the 
technical or class journals which 
go to users of machinery and sup- 
plement this advertising with a 
large volume of mailing literature. 
We are very particular about our 
booklets, preferring to have them 
written by experts who are famil- 
iar with the technical problems. 

“In the last year we have en- 
tered the automobile field, adver- 
tising quite extensively to the 
trade through the- motor journals 
and a mailing series. This has 
brought good results and we shall 
probably do something more in 
the same line the following year. 
Our total advertising expenditure 
at the present time averages about 
$100,000 per year, but this in- 
cludes the cost of engineer’s lunch 
boxes and caps, of which we give 
away several thousands in a year, 
and a few other items.” 

The principal handicap to Key- 
stone Grease has been its price. 
It costs probably more than any 
competing lubricant and much 
more than the average. This has 
been offset in its advertising by a 
sweeping guarantee and a most 
liberal trial offer. Any engineer 
may have for the asking a lunch 
box or cap, a sample can of grease 
and a brass grease cup for feed- 
ing it to the journal. The cup is 
added to insure a proper trial. 

Or any responsible head of a 

plant may order a barrel of grease 
on three months’ time and return 
the unused portion at the end of 
that period without cost if it does 
not fulfill all assertions. Mr. 
Buzby says that a trial of quality 
is the only method to overcome 
price argument, and the free trial 
offers are much featured in the 
copy of both trade-paper advertis- 
ing and mail literature. 
_ The success of Keystone Grease 
is more gratifying because it has 
been won over keenest competi- 
tion. The fight is really one be- 
tween grease and oil for lubricat- 
ing purposes, and the Standard 
Oil Company is naturally lined up 
on the other side, 
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There is a suggestion 
of your character and 
personality in every let- 
ter that leaves your 
office. 

If it is written on 
cheap stationery the im- 
pression will be unfavor- 
able probably, indifferent 
at best. 

Buta letter written on 


“The Standard Paper for Business 


Stationery.’ 


OLD HAMPSHIRE BOND 


“Look for this Water Mark” 
carries a certain dignity 
and strength, adding 
much to the force and 
conviction of the mes- 
sage. 


Old Hampshire Bond is the most 
economical paper for business 
Stationery, tho, of course, it 
isn’t the cheapest. Let us send 
you our handsome specimen book. 


Adampshire) 
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Hampshire Paper Co. 


We are the —_ paper makers 
in the world making bond paper 
exclusively. 


SOUTH HADLEY FALLS 
MASSACHUSETTS 
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A Master Builder of Ideas 
That Win 


By W. S. GRATHWOHL 


Time was when men regarded 
the classified advertising co'umns 
of publications as a graveyard for 
profits. To-day unequaied, alone, 
and pre-eminently prominent 
stands Everypay Lire as a living 
monument to the folly of this line 
of thinking. A g‘ance in cold- 
blooded fashion at the achieve- 
ments of .this monthly, which, by 
the way, is the latest infant of the 
Currier Publishing Company, of 
Chicago, will convince one that 
truly there is a reason for every- 
thing under the sun. This month- 
ly magazine is filled from cover to 
cover with live matter that is crisp 
and readable. It does a business of 
$1,000 per day in classified advertis- 
ing. Little three-, four-, five- and 
ten-line ads. These ads run from 
patents to real estate, from agents 
wanted to Western farm lands. 
EverypAy Lire’s gigantic success 
is due to the combination of two 
things. 
is a picker of men. He picked one 
man and that man has made good. 





Its owner, Mr. Currier, | 


This man is Walt. C. Cuningham. | 


He brought methods to Everypay | 


Lire that were ideal and new. 
These plans touched the public in 
a vital and pulsating spot. The 
public said, “This is right and we 
will give it a trial.” The adver- 
tising began to pour into the of- 
fice of Everypay Lire. Then came 
the results to those advertisers. 





These results were tremendous. 
Cuningham first of all knows how 
to write advertising and to plan 
advertising and how to tell good 
propositions from bad ones. He 
protects the readers of Everypay 
Lire and they respect the publi- 
cation. EverypAy LiFe magazine 
is universally recognized as the 
greatest classified puller in the 
world, and it is without doubt 
one of the best-edited magazines 
in the country, and carries more 
high-grade literature than many 
publications which sell for twice 
the money. Cuningham never has 
sold a gold brick and says he 
never will. He sticks to this with 
Everypay Lire. That is why, with 
his plans, all advertising pays in 
EverypAy Lire. Take, for in- 
stance, one feature, that of the 
patent advertising. Thousands of 
corporations and commercial con- 
cerns and business men are read- 
ers of Everypay Lire just for the 
patent feature alone. They watch 
offers for sales of 
This that this 

building up for itself a class of 
readers unlike that of any other 
paper in this or any other coun- 
try; that a class of readers 
who buy this paper because of the 
matter it contains, and they read 
the advertising closely. These are 
some of the facts that one learns 
when one looks into the record of 


patents. 
paper is 


the 
means 


is, 











Everypay Lire for the past few | 


months, or since W. C. Cuning- 
ham took charge of his particular 


department. Currier never “does 


anything like other publishers. He 


is always a leader, an innovator. 
Everypay Lire pays its advertisers 


because it makes it a point to sup- 
port the advertisers with a degree | 


of co-operation that makes each 
ad have an individuality and a liv- 
ing quality that is in demand. 
The readers of Everypay Lire are 
as anxious to read the advertising 
as the advertisers are to get their 
copy into the columns of the pub- 
lication. W. C. Cuningham is not 
a machine. He has ideas. They 
win. They make good, and more 
than that, they are fundamentally 
and intrinsically new and original. 
Cuningham plans out the way to 
get the advertiser and the reader 
to do business. He has this down 
to a certainty, as results show. 
If there were advertising agencies 
in this country with a man like 
Cuningham at the helm they could 
make thousands of clients rich by 
instituting his methods in the 
agency field. It is marvelous that 
some of the big Sunday dailies do 
not adopt this plan, which would 
add from fifty to one hundred 
pages weekly of solid classified 
ads, if their advertising men were 
skilled in the art of securing this 
business. Cuningham is above all 
a glutton for work and without 
an equal in follow-up, balancing 
of copy, weeding out the thou- 
sands who are bad from the 
thousands who are good, carefully 
supervising the volume of advertis- 
ing and never sacrificing one ad- 
vertiser because another desires to 
take an undue advantage. This 


| 


| 
| 
| 
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is the work of W. C. Cunningham 
in brief. His selection of office de- 
tail help, so that the idea is not 
lost because of incompetent assist- 
ants, is another of his duties. He 
has for his right-hand man Mr. 
George B. Forrest, known as one 
of the ablest combination mail- 
order, advertising and publication 
experts in America. Cuningham 
is young in years but old in the 
knowledge of men and their likes 
and dislikes. This has bred, and 
always will breed, success in any 
man who masters its arts. Cun- 
ingham is one of these. Of course, 
he is always under the careful eye 
of Geo. Currier, for Mr. Currier, 
with his tremendous duties, makes 
it a rule to keep a personal scru- 
tiny upon each and every depart- 
ment of his mammoth interests. 
Everypay Lire is worthy of every 
man’s investigation, and its suc- 
cess and the success of its adver- 
tisers reads too much like a fable 
to be believed without a personal 
investigation. Publishers stand 
aghast in astonishment, marveling 
at this remarkable achievement. 
This man Cuningham, though one 
of the youngest in the field to- 
day, has absolutely proved by ac- 
tual demonstration that he is mas- 
ter of this class of business and 
the recognized Napoleon of the 
advertising world. One of the 
reasons why Cuningham’s work 
can be considered a very marked 
achievement is because he has se- 
cured immense business during 
the hottest and dullest months at 
five, ten and thirty dollars per ad, 
cash in advance, and is carrying 
in September Everypay Lire up- 
wards of Fifty Thowgand Dollars’ 
worth of classified busimess. Quite 
a record, isn’t it? 
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The Wonderful 
Development of Canada 


is reflected in the growth of Ottawa, Ontario, the Capi- 
tal City of the Dominion. Ottawa has a rapidly grow- 
ing population of over 80,000. 


THE EVENING CITIZEN, the only Ottawa paper 
which issues a morning edition between Montreal and 
Toronto, “covers” adequately, not only the Capital 
City, but the following adjacent railroad towns, rang- 
ing in population from 1,500 to 12,000, which are not 
“covered” by the Montreal or Toronto papers; Buck- 
ingham, Hawkesbury, Kemptville, Brockville, Smith’s 
Falls, Perth, Carleton Place, Almonte, Arnprior, Ren- 
frew, Pembroke, Mattawa, North Bay, Hull, Aylmer, 
and others. 


There are more “want ads.” printed each day in 
THE EVENING CITIZEN than in all of its local 
contemporaries combined. This condition has ob- 
tained for years, and is a fact most significant to 
the general advertiser. 


As Printers’ Ink says: “That paper which carries the 
bulk of the ‘want’ business in its constituency is nearest 
the hearts of the people and therefore the best medium 
in its section for the ‘general’ advertiser.” 

THE EVENING CITIZEN is operating on a 
flat-rate basis. 


The Evening Citizen 
Ottawa, Canada 


United States Representatives, 
ROCHE & McARTHUR 


Chicago : New York: 
Hartfog#Building No. 3078 Metropolitan Life Bldg. 
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AND PROSPEC- 


PRESENT 
TIVE TRADE WITH 
CANADA. 


COMPARATIVE TABLES SHOWING PRE- 
DOMINANCE OF UNITED STATES 
TRADE—ADVERTISED GOODS MOST 
STRONGLY INTRENCHED -—— GOODS 
MOST DESIRED BY CANADIANS. 





Without any more than ordinary 
exertion, the United States is win- 
ning Canadian trade in large 
chunks. Great Britain, from 
whom a great deal was bought in 
years past, is steadily losing trade, 
and American advertised goods 
are establishing themselves with 
great rapidity. 

Since July 1, 1908, there have 
been 30 new 
American factories 1869 
opened in Canada. 

There are now a 
total of about 150 
American man u- 
facturing plants 
operated by Cana- 
dian branch com- 
panies, There are 
41 branch factories 
in Toronto alone, 
and 18 in Montreal. 

Special United 
States Agent Pef- 
fer noticed in Ed- 
monton the fol- . 
lowing American merchandise: 

“California fruits, Central American 
bananas from New Orleans, felt hats 
from Philadelphia; kitchen enamel ware 
from Utica, N. Y.; fine stoves from 
Milwaukee and high-grade ranges from 
Grand Rapids; fine household hardware 
from St. Louis; best quality handsaws 
from Philadelphia; shoes from Massa- 
chusetts; millinery and gentlemen’s 
dress goods from New York city; jew- 
elry from Maiden Lane; edge tools 
trom Pittsburg and Cincinnati, and fire- 
ar~s and ammunition from New Ha- 
ven; hay presses from Chicago, ploughs 
and wagons from Moline and Canton, 
Ill.; wagons from Racine; high-class 
arms and ammunition from Connecticut 
(in preference to cheaper arms and am- 
munition from London); kitchen porce- 
lain ware from New York, as well as 
from Toronto; felt hats ‘from _Phila- 
delphia ; shoes from Brockton, Mass.; 
men’s overalls from Detroit; furniture 
show-cases from Grand Rapids.” 


The most significant thing about 
Canadian trade is the fact that the 
American goods of advertised rep- 
utation are doing the preferred 
and most prosperous business. 
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Such famous advertisers as Gil- 
lette Safety Razor, Waterman 
Fountain Pens, Coca-Cola, Inter- 
national Harvester Co., Eastman 
Kodak Co., National Biscuit Co., 
American Tobacco Co., etc.—these 
are the ones for whom the path to 
Canadian trade was far easier 
than for non-advertising concerns. 

The part that advertising is 
playing in the international con- 
test for trade is very significant, 
for it is evident from the import 
figures that all countries are los- 
ing most in the lines where the 
advertising is weak or absent. This 
applies even to our own country. 
Great Britain still sells more ale 
and porter, laundry bluing, boot 
and shoe laces, carpets, china and 
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CHART SHOWING INCREASE OF UNITED STATES 
EXPORTS TO CANADA AS COMPARED WITH 
GREAT BRITAIN’S DECREASE, 


tableware, confectionery, embroid- 
ery, laces, handkerchiefs, curtains, 
cutlery, manufactures of furs, fur- 
niture, gloves and mits, ammu- 
nition, ginger ale, jellies and pre- 
serves, woollen knit goods, mus- 
tard, sewing thread, stockings, to- 
bacco pipes, towels, ‘umbrellas, vel- 
vets and vinegar, than does the 
United States. Practically none 
of these goods are advertised, ei- 
ther in the United States or Can- 
ada—the inference is significant. 
While the panic has naturally 
decreased Canada’s purchases 
from us, it is significant that the 
advertised goods have suffered 
least—shoes, clothing, autos, bath 
tubs, hams and bacons, etc. In 
spite of the panic Canada bought 
$30,798 worth of advertising lit- 
erature more than in 1907. 
Nevertheless, the United States 
now sells Canada three-fifths of 
all she buys, and the amount in- 
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creases each year, while Great 
Britain, though once selling Can- 
ada 56 per cent of all she bought, 
now sells her only 23 per cent. 
In money value, Canada in 1907 
bought $202,582, 510 worth from 
us out of a total of $372,825,353 
imports from all countries. 

This is all in the face of a con- 


siderable tariff barrier against us, 
and a generous concession to 


Great Britain. _ 
The following figures show the 
goods purchased from the United 


States and Great Britain for year 
ending March, 1909: 
From From 
Great United 

Article. Britain. States. 
Advertising Pamph- 

an: hans sennae $25,144 $190,959 
Ale & Porter in 

SO aes BO0S,16B = ceccvce 
Automobiles & Mo- 

tor vehicles...... 79,954 474,757 
Axle Grease....... 1,071 108,728 
Bacon & Hams.... 580 735,367 
taking Powder. 204 134,747 
Baths, Bath T ubs. 25,832 132 ‘0: 24 
Bicycles & Tricycles 18,424 29,944 
Billiard Tables. 10,023 38,621 
Biscuits (Sweetened) 74,632 7,956 
Blacaing (Boot & 

FUOrMmess) 2.2.00. 9,657 72,562 
Bluing (Laundry) 28,964 2,826 
EE ‘a6 bancsoviane 324,841 791,780 
Boots & Shoes.... 127,208 1,140,526 
Boot, Shoe & Stay 

ON, in. 65% ane 80,764 16,513 
Brushes of all 

DGD saveccevsss 36,466 130,164 
EE 60 0ssseven 47,003 154,247 
Cards for playing.. 37,759 27,083 
OTe 926,902 6,123 
Casa Rewleters..... cesses 111,528 
CMEEE ccccccccces 184,175 247,681 
Cereal Foods...... B.. ,358 202,568 
China, Tableware.. 2,307 29,963 
Cigarettes ......... "38.7 731 2,521 
SE pt cb Ganeak d 16,052 249,370 
C.othing (ready- 

Sree 465,164 455,951 
Cocoa & Chocolate. 54,553 106,485 
Cocoa & Chocolate, 

Paste & Liquor 

(not sweetened). 80,420 81,987 
Cocoa & Chocolate, 

aste & Liquor 

(sweetened) ..... 4,694 118,384 
Collars & Cuffs... 47,473 82,840 
CG: cccweuesvaes 40,699 69,369 
Confectionery ..... 249,004 117,122 
6 Peer 3,247 218,023 
Cotton (Embroidery, 

CED cacnssscense 172,240 30,863 
CPERENS ccccveccce 369,395 47,716 
PY cvcsws wees 342,709 120,074 
Earthenware & 

Peer rr 1,014,668 146,078 
Elastic Webbing.... 32,802 153,617 
Electric Apparatus. 65,517 1,550,283 
Electric Motors.... 18,221 293,798 
Electro-Plated Ware 91,767 167,398 
Engines (Gasoline) 16,570 698,004 


Engines (Steam)... 38,238 195,986 


Extract of Meat, 
Fluid Beef...... 


15,378 41,394 
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From 
Great 
Britain. 


Article. 
Fabrics (Printed, 


OED was wanaewee ,973,265 
Fertilizers ...:.... 3,913 
lkishing Rods...... 8,067 
PRED: scan diewwe es 39,817 
INET - os <n. 6S:0bes 48,574 
RA eee 404,948 
Garden Seeds...... 15,437 
Gas Mantles & 

eee 2,710 
Ginger Ale........ 17,130 
Gloves & Mitts..... 549,696 
Guns & Rifle Am- 

munition ....... 320,698 
Guns, Rifles, etc... 142,752 
Handkerchiefs 308,994 
Hardware ......0. 28,171 
DUNNE Sicsveve otateee 
Hats ,Beaver)..... 821,733 
Hats (Grass)...... 409, 827 
Ink (Writing)..... R 
Jellies, Jams, etc... 175,! 
Je welry Saad wk aod 181,782 
Kerosene ......... § 
Knitted Goods, 

Woolien eeeesees 
Knitting Yarn..... 

Labels, Tags, etc.. 
Lace (White & 
CHROMED acccvine 


Lager Beer, etc.... 
Lamps 





Lamp Chimneys.... 4,221 
DE withexdes koe 5,990 
Lubricating Oils... 770 
Meats, Poultry 

(Canned) ...... 27 
Milk (Condensed).. 5,698 
Milk Foods........ 61,918 
Mineral & Aerated 

eee 12,976 
Mustard (Ground & 

Oe rrr 117,551 
Oilcloths and Lino- 

MEE « bnccccnvnss 330,754 
Optical Instruments 91,115 
Ornamental Cases.. 40,377 
Peariune & Soap 

Powders ........ 145 
Pencils (Lead).... 38,349 
Pt Dikab seduce ee 62, 971 
Perfumery ........ 
Phonographs ...... 8! 
Photographic Plates 16.173 
Pianofortes ....... 9,917 
Pickles, in bottles, 

CR tas sks ages ese 165,260 
Pickles, in bulk.... 5,840 
Ploughs see eeeees 27 
Pocketbooks, Card 

GO aww awa sea 51,507 
Portable Engines... 2,943 
Printed Music..... 26,808 
Printing Type..... 33,980 
Rubber Goods...... 80,098 
Sauces & Catsups in 

NR ooo ane 0.8 70,339 
Scaies, Balances, etc 22,249 
Se wing Machines.. 15,450 

Sewirg Thread (on 

“—, Dus 5:4 Ai ese 157,675 
Shawls (Woollen).. 29,782 
Soaps, Common, 

LGURGIY. 2640-600 4,987 
Soap, Toilet....... 46,434 
Socks & Stockings 

6 eee 190,630 
Socks & Stockings 

(Woollen) ...... 836,991 














From 
United 
States, 


518,968 
339,436 

17,139 

53,959 
592,993 
225,997 
241,391 


42,493 
1,929 
189,201 


152,987 
232,166 
5,743 
332,252 
129,775 
363,085 
523,729 
44,573 
10,379 
689,659 
782,315 


46,738 
40,244 
108,291 


310,777 


29,890 
59,400 
50,148 


349,437 





14,746 
186,808 


24,305 


6,728 
462,157 


151, 208 
191,622 


143,858 
655 


153,387 
146,306 


18,269 
9,600 











From 
Great 

Article. Britain. 
Ae 22,359 
BERWES cccccsseeses 4,892 
errr erie 48,877 
Tobacco, Cut...... 111,610 
smeceo Pipes, of all 

Ree 336,286 
Tools (Hand or Ma- 
chinery) .....+. 59,937 
MER: sweGee0 band 124,246 
Toys & Dolls (all 

ME): s0tertuas 27,826 
MRD 56 00 0aa9 1,179,858 
Typew riting Ma- 

GRIMES ccccccccce 40 
Umbrellas, Parasols 80,240 
= Lacquers, 

cies bekaaeee 41,603 
eresck Velve- 

GOONS ccccccccace 268,618 
ED 54:05 80.0008 32,511 
Wall Paper........ 45,539 
WRICHES .ccccccess 10,345 
Watch Actions...- 8,721 
Waiskey ....cccee. 1,223,665 


Wood, & Mfrs. of. 39,692 


From 
United 
States. 

28,272 
342,028 
178,153 

42,606 


41,997 


584,157 
1,971 


113,763 
1,126 


446,626 
18,675 


89,423 


30,673 
4,048 
157,554 
16,157 
473,892 
10,428 
770,047 


The following is a list of American 
things which experienced Canadian 
merchandisers list as being especially 
desired in Canada, and the advertising 
of which is likely to prove successful: 


Agricultural _Imple- Blouses and Shirt- 


ments. e waists. 


Axle Grease. Books. 


Baking Powder. 
Bath Tubs, Basins, 
ete. 


Boots and Shoes. 
Brushes. 
Buttons, 
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Canned Fruits. , 

Carpet Sweepers. 

Carriages. 

Cash Registers, 

Cement. 

Cereal Foods. 

Clocks. R 

Clothing. 

Cocoa and Choco- 
late. 

Collars and Cuffs. 

Condensed Milk, 

Corsets. 


Drugs and Chemi- 
cals, 


Electric Motors and 
other ———. 
Engines (Steam, 
Gasoline, etc.). 


Fishing Rods and 
other sporting 
goods 

Furniture. 

Glassware. 

Guns, Rifles and Re- 
volvers, 

Hardware (Build. 
ers’,, Cabinet- 
makers’, etc.). 

Ink (Writing and 
Printing). 

Iron and Steel (all 
mfrs. of) 
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Jewelry. 


Lager and other bot- 
tled beers. 

Lamp Chimneys. 

Machinery of all 
kinds, 

Machines (Sewing, 
Typewriting, 
Typecasting, etc.). 

Meat Extracts, etc. 

Musical Instru- 
ments. 


Oysters, 


Pencils-of all kinds. 
Pens of all kinds, 
Printed Music. 


Railway Cars. 
Rubber Cement, etc. 


Shirts. 

Soap (Common, 
Toilet), and Soap 
Powders, 

Spectacles and Eye 
Glasses, 

Stoves. 


Varnishes, Lacquers, 
etc. 


Watches. 


Great Britain is now waking up 


to the fact that 


in a few years 


more of the present pace, she will 











a big factor. 


charge. 





of general advertising. 


C. A. ABRAHAM, Business Manager, 


PERRY LUKENS, Jr., 507 Tribune Building, New York, or 
I. S. WALLIS, 1246 First National Bank Building, Chicago, III. 


In every city there is a progressive, go-ahead paper—a pa- 
per that the advertisers want. 


In Winnipeg It’s 


THE TELEGRAM 


It shows remarkable growth in circulation and volume 
Its exclusive home circulation is 
The Telegram, daily and weekly, is seldom 
omitted from any campaign by an advertiser who has 
made a study of result-getting in Winnipeg and the 
West—the most prosperous field in all Canada. 
dreds of personal letters from advertisers sent on request. 
The Telegram has comparatively low rates, and the ad- 
vertiser goes into morning and evening editions for one 
If interested in this prosperous territory write 


Winnipeg 


Hun- 
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have no trade at all. She has for 
years not deigned to have any 
trade commissioners in Canada to 
help trade—though the United 
States has exactly 198 people in 
its employ in Canada working to 
push our trade interests. Now, 
however, England has appointed a 
trade commissioner, and the fight 
is on. Winnipeg has an industrial 
commissioner of her own (an Ohio 
man!) who says there are 200 
firms there whose capital is wholly 
or in part American. 

Unless advertising is done to 
maintain these markets for trade- 
marked goods created in Canada, 
the Canadians themselves will be- 
come so skilled in manufacture 
that they can supply substitutes of 
their own. Factories are being 
erected continually. 

For a long time the American 
laundry soaps have suffered a de- 
creasing market in Western Can- 
ada, being unable to compete with 
Canadian products. To show the 
appreciation of Canadian competi- 
tors of American advertising repu- 
tation, and also to indicate the pro- 
nounced Canadian inclination for 


American goods, these Canadian 
competitors could only succeed af- 
ter they practically duplicated the 
article. These competitors have 
just consolidated to fight American 
soaps. Strangely enough, they buy 
their raw material free of duty 
from the United States! Ameri- 
can toilet soaps, which are more 
extensively advertised, are, how- 
ever, still too strong for the Can- 
adian competitors. 

It is also to the advantage of 
all seeking Canadian trade that 
good quality of goods be sent to 
Canada. Nearly 200 cases of 
American tinned meat were seized 
and destroyed in June by the Mon- 
treal food inspector; and _ the 
shortsighted tendency of manu- 
facturers to dump _ second-class 
goods into the Dominion is very 
harmful to all trade. 





The International Typographical 
Union Commission has begun a cor- 
respondence school of printing for ap- 
prentices, which will aim to give them 
more complete instructions in printing. 





Long-Critchfield Corporation is start- 
ing a Campaign through Western papers 
this year for the Condon Mfg. Company, 















Are You Alive to Its Possibilities? Some 
United States manufacturers know the Cana- 
dian field. They know it possesses great possi- 
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Write the Toronto office for sample copy, 


Architect ¢ Builder 
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NEW LIGHT ON PROGRAMME 
ADVERTISING. 





Cuicaco, Aug. 28, 1909. 

Editor of Printers’ Ink: | 

Having read with much interest the 
article criticising theatre programmes 
as advertising mediums, which appears 
in the current issue of Printers’ Inx, 
I can’t refrain from expressing my in- 
tense astonishment at the utter stupidity 


of the “Little Schoolmaster.” You 
have missed the real point of the pro- 
gramme proposition. 


You seem to think that somewhere 
about the programme og ig lurks 
the idea of results. That is just where 
you are hopelessly wrong. rogramme 
advertising is really based on the more 
advanced theory that advertising is not 
intended and should not be expected to 
bring results. If by any accident a 
programme advertiser ever should get 
results the programme publishers would 
probably shuffle off the mortal coil from 
an attack of heart-breaking amazement, 

As a matter of fact the only reason 
why otherwise cool-headed business 
firms advertise in the theatre pro- 
grammes is because the advertising man- 
agers of these firms entertain the fond 
expectation that by so doing they will 
be flooded with passes ond, perhaps, 
be loaded with introductions to the 
fluffy chorus ladies. At least this seems 
to be the case out here in Chicago. 

s I have already intimated, it is 
most surprising that Printers’ InK, 
witn all its calles in advertising mat- 
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ters, should display such woeful ignor- 
ance of the programme idea. I trust 
that my humble effort at enlightenment 
will enable you hereafter to treat the 
subject with some small degree of in- 
telligence. 

R. S. THatcuer. 


+ 0 
AGREES WITH THEATRE PRO- 
GRAMME CRITICISM. 


: New York, Aug. 26, 1909. 
Editor of Printers’ Ink: 

I note in your current issue a well 
deserved taking down of the theatre pro- 
grammes. Not only the Broadway, but 
also the Lyric Theatre furnishes pa- 
trons with sheets instead of advertising 
programmes. At the Lyric the pro- 
gramme I got recently was an_ ink 
smudge on common newspaper such as 
I could beat with my little hand _print- 
ing press when I was 14 years old. It 
carried no advertising, of course. 

i have never thought much of the 
average theatre programme advertising 
anyhow. It must be and undoubtedly 
is extremely annoying to theatregoers 
to have to first page around in a muck 
o1 cheap printed ads to find the dra- 
matis personae, and then to be shunted 
ott onto another page every three or 
four lines. 

Possibly if we had some really good 
programmes giving a square deal to the 
reader, and providing matter worth 
reading theatre programme advertising 
would be worth more, 

GrorcE C. Taytor. 

















bilities and have planned to secure their share of the trade. Those who 
are not seeking the business are missing opportunities. The develop- 
ment of Canada has only begun. Grain production of the Great West 
this year, $157,000,000!! Buyers can be reached most directiy through 
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The Head 
and Front 


of practically every Cana- 
dian Advertising Campaign 
of the past Sixty Years has 
been 


‘Che Globe. 


Toronto 


Entered in ‘Roll of Honor” 
and carries the “‘Gold Mark”’ 


‘Canada’s 
National 
Newspaper 


The life of, The Globe 
has been inseparably linked 
with that of the Canadian 
people. 


It has left an indelible im- 
press upon the character of 
the Country. 


Its Pre-eminence in the 
Journalism of the Domin- 
ion was never so great as 
to-day. 


Sworn circulation of The 
Globe is greater by 10,000 
than that of any other 
Morning and Evening paper 
in Canada. 


U. S. Representatives 


VERREE & CONKLIN 
Brunswick Building, New York 
Heyworth Building, - Chicago 
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PRUDENTIAL 


WINS WITH 
CANADIAN NEWSPAPER 
ADVERTISING. 


EXTENSIVE CAMPAIGN THROUGHOUT 
THE DOMINION PROVES VERY EF- 
FECTIVE—BARIGHT ON ADVERTISING 
—NEED FOR CONCENTRATION, 





The recent refusal of France to 
list our best American securities 
is an indication of how the sale 
of a financial proposition to a for- 
eign country is the most delicate 
test of that country’s state of pub- 
lic confidence in a nation. 

It is, therefore, a_ significant 
thing for trade in general that the 
Prudential Life Insurance Co. is 
making a striking success with its 
campaign, just now in progress, to 
sell life insurance in Canada. 

The Prudential Life Insurance 
Company has in the past few years 
developed a strong advertising pol- 
icy, and when the possibilities of 
trade in Canada became more and 
more clear, through the reports of 
the agents at work there, it was 
decided that the best way to stimu- 
late and strengthen it was a news- 
paper advertising campaign. Ac- 
cordingly a large list of newspa- 
pers was made up covering Canada 
throughout wherever the company 
had agents. 

Thirty large cities have been 
bombarded pretty regularly, and, 
according to George F. Baright, 
advertising manager, it has made a 
splendid impression and is pro- 
ducing a great deal of business. 
“Canada is a new field,” says Mr. 
Baright, “and our campaign was 
somewhat of an experiment. We 
found that the Prudential was 
highly respected in Canada and 
that things were ripe for an ad- 
vertising campaign, coupled with 
co-operative efforts with our 
agents. I am going to speak be- 
fore Canadian insurance men on 
September 3d, and I will tell them 
the purpose of our advertising and 
the policies behind the Prudential, 
and endeavor to strengthen the 
mutual confidence now existing. 

Advertising, I claim, is not art, 
nor literature, nor even simply 
publicity—but a combination of all 
these, mixed with a fair knowl- 
edge of human nature, a definite 
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TH purpose, and a generous propor- | [;-— 
: tion of common sense. 
“Very often advertising consists 
in what is left unsaid, as well as 
UT in what is written. The best ad- 
EF- vertising is Ao prone —s the 
Ni reader to think along your lines. Y N ] 
" “But all this may be off the key our atura 
if it lacks the aim which all mat- 
to ter must have if it is to be classed Market 
es as that good advertising which 
le either sells goods at a profit or AMtADA te | Sie acne 
fs helps the salesman to sell goods at big in size, bigger stil 
te a profit. possibilities for profitable 
b- “Break the rules of grammar if buy $870,000, ae ae _ 
you must for your client—but not orted goods per year, of which 
nt his pocket-book. Increase the pop- $210, 000,000 worth are from the 
le ular appreciation of art in adver- United | States, are certainly 
iS tising if you can, of course—but Of these 7,000,000 _ people, 
s not at his expense. It might in- 2,150,000 are French Canadians, 
0 deed be beautiful to see the slopes and 1, we Conata’ rs ‘total pm 
of Gibraltar lost in a tangle of lu- lation,—are in the province of 
e cent-eyed water-lilies, scarlet ver- Quebec. If you do business in 
s benas, and full-foliaged magnolias poe ge aa Se 
; laden with creamy blossoms bathed con eae Caan, te act 
f in a mauve mist, mingled with the them you have only to use 
I mellow murmurings of doves—but 
f would it sell more life insurance? 
“Mail-order advertising, or any 
class of publicity from which di- re 
rect returns are expected to pay 
the bills, is different in character 
from a purely publicity campaign “S 
which sells goods through organ- ree TY | 4 
ization. The mail-order advertis- , 
er deals with a question of arith- 


metic. The publicity campaign- 
er deals with faith, hope and 
charity. 





“Concentrate, concentrate, con- | 


centrate. 
everything, every word costs you 
money. Condense. 

“In our campaign we find that 
concentration upon a_ particular 
feature of our business is always 


In advertising, as in | 


(Daily and Weekly), the fore- 
most French Canadian news- 
paper. 

We have some interesting facts 
and statistics about Canada, and 
uebec province in particular, 
that we would like to send to 
every live advertiser who has 
any interest in the Canadian 
market. 


2 aa by success. Our recent Address 

widespread publicity, concentrat- ° 

ed upon a certain policy, has as- a atrie 

are our agents to write over 

2,000,000 a week, ever since its 

inatiguration. Publishing Company, Limited 
“We are believers in the value La Patrie Building 

not only cf concentration, but of MONTREAL, CANADA 

continued advertising. It pays. To i 


make a campaign effective it must 
be continuous. The public has a 
short memory. The advertising 
value of a name or a. phrase such 
as ‘The Prudential has _ the 
Strength of Gibraltar’ obtains 





United States Representatives 

LaCosteE & MaxweEtt, 45 West 
84th Street, New York. 

LaCoste & MaxweELL, Marquette 
Building, Chicago, Ill, 
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91,500 Copies 


Is the present circulation 
of the weekly edition of 
“The South's Greatest 
Newspaper.” This week- 
ly has for years carried a 
greater volume and a 
greater variety of adver- 
than 
Southern weekly. 


tising any other 


The Memphis Weekly 
Commercial Appeal 


opens to the advertiser what is positively 
the richest and most prosperous agricul- 
tural section the world has ever known. 


THE MEMPHIS COMMERCIAL 
APPEAL never does things by halves. 
Its great weekly edition is a wonder. 
Its “pulling powers” are known in every 
advertising agency and to almost every 
mail order advertiser in the country. 


Daily - 
Sunday - 
Weekly - 


48,980 
70,015 
91,500 


“The South’s Greatest Newspaper.” 


SMITH & BUDD CO. 
Advertising Representatives 
Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Third National 
Bank Bldg., St. Louis. 





| paign for his roads. 











UNIQUE TRADE-PAPER COPY FOR 
U. M. C. 





Davin Wiiti1ams Company. 
Tue Iron Age—Metal Worker, Etc. 
New York, Aug. 10, 1909, 
Editor of Printers’ Ink: 


It occurs to me that you might see 
a point worth mentioning in the en- 
c.osed ad which has been run in The 
sron Age. It strikes me as an especially 
strong “quality” appeal. The idea of 


Subject: How Would You Like to Sell Out ? 
Did ver theok 7 - ra 
cecil pt fern d poe had tol gale nn © OR et how wach cl yn 
yeu stopped to-day and took inventory. Do you know that if all of your sock 
were MN known and os well advertined 
=o vg eed verted ss UMC shells and cartridges you coud 
UMC Metalic C saade foe Rew 
Steven sad ch ober ae to enh ap Say Minka hl 
UMC Shot Shells are Stee! Lined, but wo others are. 
You can see the UMC advertising «: 
trode mark is vesuraoce deed 


tndges from you jobber 
THE UNION METALLIC CARTRIDGE CO. 
COMM. 


0 in all leading publication. The UMC 
De you specily UMC dhelle and car. 





Agency, 018 Brestway, New Vorb Cy 








SHOWING DEALERS VALUE OF ADVERTISED 
GOODS. 


impressing upon the merchant the ad- 
vantage of stocking up with well adver- 
tised goods in this manner is a good one, 
and Mr. H. E. Sands, advertising man- 
ager of The Union Metallic Cartridge 
Company, who originated it, is to be 
complimented. 
FrEDERIC SCHULTZ, 


2 os 


Charles S. Fee, general passenger 
agent of the Southern Pacific, 1s arrang- 
ing for a considerable advertising cam- 
Not only display 
advertising in newspapers pow f periodi- 
cais will & used extensively but a sys- 
tematic lecture and moving picture 
campaign will be undertaken in Chicago, 
Cincinnati and New York and other 
cities dilating upon the advantages of 
the far West. 





Fraud orders have been issued by the 
stmaster-general . ~ Ry the Dr. Benj. 
. Bye Sanitarium, Ind.; the Acme Pub- 
lishing Company, 75 West Thirty-fifth 
street, New York; Ramsey, Lep- 
ham, O.; the San Luis Valley & Irriga- 
tion Company, Kansas City, Mo.; and 
Dr. E. F. Williams, Des Moines, Ia. 
The fraud order against the Central 
Texas Traction Company has been re- 
voked. 





The Associated Farmer is the name 
of a new agricultural home paper which 
has just made its appearance. It is 
published by Charles H. May, pro- 
prietor of the Peoria Herald-Transcript 
and Springfield News. Mr. May claims: 
a 40,000 circulation for the first issue, 
mostly in Dlinois. C. C. Carlin is edi- 
tor and P. A. Folsom manager. 
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Kicks and 


halfpence.’ 





“As one goes from John o’ Groats to Land's End one gets more kicks than 
*—Old Saying. 


By Earnest Elmo Calkins 


Halfpence 

















Publishers’ advertising is the 
least well done of all advertising. 
] am not going to quote the prov- 
erb about the cobbler’s wife and. 
the farrier’s mare, partly because 
I have quoted it before and partly 
because so many people do not 
know what a farrier is. 

A man wrote to the Evening 
Sun the other day, asking where 
he could find a good barber. The 
Sun advised him editorially that 
in selecting a barber or a tailor 
he should select a man of some- 
thing his own physique. Does it 
or does it not give you confidence 
to find that your barber has a good 
hair-cut or that your tailor is 
well dressed? But a barber so 
seldom has a good hair-cut from 
your point of view, and very few 
tailors are well dressed from any 
point of view, and somehow this 
great analogy holds true about 
publishers, 

The men whose chief occupation 
is selling advertising space are not 
merely diffident about buying ad- 
vertising space, but they show a 
reticence that amounts to penuri- 
ousness when it comes to paying 
anybody to fill that space. At 
least, I assume that they do not 
pay anybody for the matter that 
they use, because I would hate to 
think that, in addition to other 
things, the publisher is also stung 
by some alleged advertisement 
writer. 

These thoughts were suggested 
by seeing in a street car a card ad- 
vertising the New York Sun. It 
said, “The Sun publishes the news 
and doesn’t make a wry face about 
it.” This would not be interest- 
ing, even if it were true. It is 
not true because if there is any 
paper that makes a wry face about 
the news that it is compelled to 
publish which it doesn’t like, that 
paper is the Sun. The greatest 
admirer of the New York Sun— 
and I am not one of the least ot 


these—never insisted that it was 
not biased. 

However, that’s not the point. 
This card is not advertising, even 
if it were true. It is not the kind 
of cleverness for which the Sun is 
specially celebrated. Therefore, it 
is not a small sample of the goods 
and it is not otherwise illumina- 
ting. The only commendable thing 
about it is that the Sun seems to 
have abandoned its old phrase, 
“If you see it in the Sun, it’s so.” 

* # .*@ 


The real point at issue is that 
advertising mediums, with some 
few glorious exceptions, do such 
very inadequate and unintelligent 
advertising of their own advan- 
tages. 

Another instance is the New 
York Herald. Recently the Herald 
had some kind of spat with Mr. 
Nathan Straus, the milk man. It 
seems that the Herald declined to 
write up approvingly Mr. Straus’ 
investigations into the question of 
supplying pure milk to the world, 
because he happened to be the 
owner of Mr. Macy’s store. In 
justification of this virtuous posi- 
tion they published several col- 
umns on the front page for several 
days, telling the public what a 
pure and blameless newspaper the 
Herald was. The impression on 
the public was that the Herald, 
which religiously refused its col- 
umns to a laudable project because 
there was an oblique advertise- 
ment in it, gave up its columns to 
a particu'arly fulsome and nause- 
ating advertisement of itself as 
a newspaper. The reader who pays 
three cents for a copy of the Her 
ald is just as much defrauded in 
finding a write-up of the Herald 
on the best news page as he would 
be if he found a write-up of 
Macy’s store. 

The Herald typifies a great 
many newspapers whose idea of 
advertising is to bore the uninter- 
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ested reader with the facts that 
should be brought to the attention 
of the advertiser only. 

A drastic analysis of the case 
of the publisher would show that 
his advertising is the result of a 
disinclination to spend money, 
coup!ed with an even stronger dis- 
inclination to tell the truth. The 
truth is always very interesting 
reading, possibly because it is so 
rare. 

When a publisher does not like 
to give information about the vital 
facts concerning his publication, he 
takes up the space with the unim- 
portant details. He declines, for 
instance, to discuss in his adver- 
tising such a delicate subject as 
circulation because there is no 
general agreement among publish- 
ers as to what circulation is. It 
is the o'd story of “eggs,” “fresh 
eggs,” “strictly fresh eggs” and 
“guaranteed strictly fresh eggs.” 

As far as the advertising is 
concerned, the circulation of any 
medium, magazine or newspaper 
is the actual number of copies 
which are read. It does not make 
any difference whether the reader 
pays for the copy or not if he 
reads it, but the copies that are 
corded up, dumped on a wagon 
and returned to the news 
company do not constitute circu- 
lation. 

There is one phase of this cir- 
culation matter which has not been 
looked at very strongly by the 
dealers in it, and that is this: 
That any advertiser in any maga- 
zine or newspaper who has made 
good on his advertising appropria- 
tion has got what he paid for, 
whether he knows the circulation 
or not. It does not help the pull- 
ing power of an ad if there is a 
mental delusion on the part of the 
advertiser that the magazine has 
a circulation of five hundred thou- 
sand. If the advertiser believes 
that the magazine has five hundred 
thousand and his advertising 
brings satisfactory returns, those 
satisfactory returns would not be 
interfered with if he knew the 
publication had only three hundred 
thousand. In other words, what 
the advertiser buys is what the 
magazine delivers, no matter what 
is said about it. 


+ 


INK. 





The publisher’s reason for not 
stating his circulation is because 
somebody else will overstate and 
the comparison is odious. Pub- 
lishers, like all other manufac- 
turers, are a good deal more ins 
terested in what their competitors 
think than they are in what their” 
customers think. Ninety-nine per 
cent of the advertising that is now 
being done of all kinds is put out 
with one eye on the competitor 
and one on the consumer. No ~ 
wonder so much of it is cross- 
eyed. 


Just as soon as an advertiser, © 


whether he is selling automobiles, 
collars or space, can forget his 


competitor and think only of what ~ 


the consumer wants to know about: 
his product, advertising will im- 
prove. F fi 

Very few publishers do as good ~ 
advertising as their customers do, 
Very few put anywhere else as 
good advertising as is found in 
their own mediums. No advertiser 
has as intelligent- and__ highly 
trained an audience for his adver 
tising as the publisher has. The 
excitement of fly fishing is because 
the trout appreciates the fly. He 
knows that it is a good fly. Perch 
swallows anything indifferently, 
and is equally indifferent to any- 
thing, and he is only a_ perch. 
The general advertiser has to 
fish for perch, while the publisher 
need consider nothing but trout. 
He cannot make his fly too 
good, 

Any publisher who finds a really 
good way to talk about his adver- 
tising space is going to get a great 
deal more in return than he de- 
serves. He will be twice b!est— 
blest once for the story he tells, 
and blest once for the good way 
in which he tel!s it. 

acetic ie 

Charles F. Seidell has just become 
advertising manager of the Philadelphia 
Evening Telegraph, with which he has 
been connected for some time. Mr. 
Seidell began his career as cashier on 
the Pittbsurg Times, later becoming ad- 
vertising manager. Since then he has 
been in charge of the advertising for 
the Pittsburg Street Railway Company, 
Pittsburg Dispatch, and later was in 
the advertising department of the New 
York Times and Journal, He en- 
gineered a contract with the, Pennsyl- 
vania Railroad for special train service 
for New York and Philadelphia news- 
papers. 
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American Bank Note Company 
70-72 Broad Street, New York 


Boston Philadelphia Baltimore Atlanta 
Pittsburg St. Louis San Francis¢o 
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ANNOUNCEMENT 


OF A 
NEW FARM PAPER 
THAT IS 
37: YEARS OLD 
WITH 


$4 SUBSCRIBERS 


To Whom It May Concern: | 


The Farmers and Drovers 
Journal will publish a weekly 
farm paper beginning with 
October 7, 1909, and on 
every Thursday thereafter. 
This weekly paper will be 
an up-to-date journal, reach- 
ing 45,000 live stock farmers 
who subscribe for THE 
DAILY Farmers and Drov- 
ers Journal. It will be 
mailed as second-class mat- 
ter, under our present privi- 
lege and in consideration of 
the four dollars paid for each 
subscription of THE 
DAILY. As a pledge of 
good faith on our part to 
prospective advertisers, we 
announce that we will have 
many of the best-known con- 
tributors in addition to our 
present corps. Others will 
be added from time to time. 
The Farmers and Drovers 
Journal Weekly is to build 
up and maintain our people 
along farming and_ stock 
raising lines, while TIIE 
DAILY will continue its 
high order of regular service. 


Sincerely, 


Farmers and Drovers Journal 
Advertising Rate 15c. per Line Flat 
CHICAGO, ILLS. 





ADVERTISING MEN WITH 
BIG IDEAS. 





PrinTERS’ INK has for twenty- 
one years been recognized as a 
great believer in ideas and it has 
always been extremely partial to 
men who are successful in work- 
ing out ideas. For this reason 
Printers’ INK likes to give due 
credit to every man_ who has 
shown himself to be an idea de- 
veloper. It has been for a long 
time watching the doings of a trio 
who are undoubtedly among the 
most energetic and resourceful ad- 
vertising men in the country. 

One of these is W. H. Black, of 
the Butterick Publishing Com- 
pany, whose great idea is big 
space. “Tell your story in a big 
way in big mediums if you have a 
big proposition and expect big, 
seasonable_ results,’ says Mr. 
Black. The specific thing that 
brought about this comment on 
the part of Printers’ Ink was 
that since the April issues of the 
Butterick Trio no less than ninety- 
one full pages have appeared 
therein. This shows that Mr. 
Black is decidedly successful in 
convincing his clients that they 
ought to practice what he preaches 
and also that his advertisers must 
find his advice profitable to them. 

Mr. Black’s belief is that double- 
page spreads, colored inserts and 
full pages exert the greatest pos- 
sible pressure upon consumers; 
and further that such powerful 
consumer advertising, when prop- 
erly shown to the trade, stimu- 
lates a dealer demand which no 
small space campaign could ever 
equal. 

The other members of the trio 
mentioned are Smith & Budd, spe- 
cial newspaper representatives, 
who have made a splendid record 
in their work for the Southern 
newspapers which they represent. 
The great idea of Smith & Budd 
is co-operation between publishers 
and advertisers. They make care- 
ful, painstaking studies of ‘the 
local conditions wherever their 
newspapers are and in this way 
are enabled to give most valuable 
assistance to advertisers who de- 
sire to cover those territories. 
They insist upon all their soli- 











ITH 


Sa 
has 
to 
rk. 


son 


has 
de- 
ng 
rio 
the 
id- 


n- 
ig 
ig 





citors also acquainting themselves 
thoroughly with the local condi- 
tions, and, therefore, whenever a 
Smith & Budd representative talks 
to an advertiser he knows exactly 
what he is talking about and can 
give the advertiser advice that is 
absolutely sound, being based on 
accurate knowledge. 

The Smith & Budd idea is even 
carried to the extent of inducing 
local dealers to handle the goods 
of an advertiser who is conducting 
a campaign in the sections covered 
by their papers, 

Frinters’ INK is glad to note 
that the work of Smith & Budd 
along this line is appreciated by 
publishers, as is evidenced by the 
fact that they have just added two 
excellent mediums to their list, 
the Chattanooga Times and the 
Nashville American. 

It should be observed, however, 
that Smith & Budd do not repre- 
sent Southern papers exclusively. 
They have also many in the North 
and West, and to all of them is 
applied the Smith & Budd idea of 
effective co-operation, 

——__+2+—_—___ 
NEWS NOTES. 


Such a lot of objection was raised by 
the publishers in Alabama against the 
extremely drastic prohibition law which 
came near passing with a clause pro- 
hibiting all liquor advertising, that at 
the last minute the clause affecting the 
advertising was modified. 





The American Lumberman is at work 
on a unique edition called ‘The Com- 
missarv Annual” with which it is its 
purpose to reach the ‘‘Company Stores” 
in the lumbering districts, claiming to 
have aggregate annual sales amountin 
to $75,000,000. These two theamaad 
stores have received little attention 
from advertisers thus far. 





The American Bankers Association 
will hold a large convention at Chicago 
September 13th-18th at which five or 
six thousand bankers will be present. 
Advertising is to be discussed at this 
convention, 





N, Frederick Foote, former manager 
of J. Walter Thompson Company’s 
Rochester office and lately secretary of 
W. F. Hamblin & Co., has joined the 
staff of Paul Block, Inc., in charge of 
New York state and Pennsylvania, 





Henry W. Savage, theatrical man- 
ager, announces that Arba Blodget has 
been made general press agent in place 
of Frank C. Payne. e 
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The Writerpress 


Makes it possible to 
send out from 8,000 
to 10,000 PERSONAL 
LETTERS daily. Not 
printed forms, but 
actual typewritten let- 
ters bearing the name 
of the recipient and 
having all of the ear- 
marks of a letter 
pounded out on a 
typewriter. 
By a new method pos- 
sible only with THE 
W RITERPRESS, 
names and addresses 
can be filled in on 
THE WRITER- 
PRESS at the same 
time the body of the 
letters is made, doing 
away with the type- 
writer in making form 
typewritten letters. 
THE DIRECT 
INKING CARRIAGE 
converts THE 
WRI1ERPRESS into 
a complete _ printing 
lant, enabling the 
oon man to print 
his own office forms, 
quotations, price lists, 
filing cards, cost prices, 
advertising copy, etc. 
Send for descriptive 
booklet and sample of 
work, 
THE WRITERPRESS CO. 
349 Writerpress Building 
Buffalo -:- -:- New York 
See our Exhibit at the Na- 
tional Business Show, New 
York City, 
Sept. 25th to 
Oct. 2d, Madi- 
son Sq. Gar- 
den, Booths 
95zand 96, 
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Have you ever been in 
one of its towns or vil- 
lages, when, at the end of 
the week, the SATUR- 
DAY GLOBE boys 
were making their regu- 
lar deliveries? If you 
have we'll bank on your 
good opinion. If you’ve 
lived in one of those 
towns it’s pretty sure you 
are still a regular reader 
or have a warm spot in 
your heart for the 





published for more than twenty-eight 
years from Utica, N. Y., and now reach- 
ing nearly one hundred and forty thou- 
sand homes located chiefly in the sec- 
tions comprising interior New York, 
New England and adjacent states. 


The SATURDAY GLOBE’S readers 
are above the average in intelligence, 
thrift and their ability to respond to the 
right kind of advertising. 

It offers an oportunity to the buyer 
of general publicity to cover this rich 
section thoroughly, effectively and econ- 
omically, 

One af our representatives will call 
and prove it if you give him the invi- 
tation, 


SMITH & BUDD CO. 


Advertising Representatives 


Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Third National 
Bank Bldg., St. Louis. 





NEW METHODS IN PLANT, 
SEED AND TREE ADVER- 
TISING. 





EXPERIENCE OF AN OLD ESTABLISHED 
NURSERY WHICH INCREASED IT$ 
BUSINESS 40 PER CENT. IN A YEAR, 
WITH NO GREATER EXPENDITURE, 





At the recent annual convention 
of the American Association of 
Nurserymen, in Rochester, a 
group of prominent members were 
discussing the selling problems of 
the trade. Mr. Orlando Harrison, 
of J. G. Harrison & Sons, Berlin, 
Md., and a former president of the 
Association, advised the other gen- 
tlemen who were engaged in the 
conversation to adopt the adver- 
tising methods employed by his 
firm for the preceding year, stat- 
ing that their efficiency was dem- 
onstrated by a forty per cent. in- 
crease in business. 

Knowing Harrison’s Nurseries 
to be among the oldest and biggest 
in the country, with an average an- 
nual business approximately ot 
$100,0c0, Printers’ INk was nat- 
urally interested in finding out 
more of the methods 1eferred to 
by Mr. Harrison. 

Experience with a large num- 
ber of horticultural accounts has 
demonstrated in the Harrison case 
that it is possible to do from 25 
to 100 per cent, more business on 
the same expenditure for adver- 
tising, catalogue, etc., by the use 
of modern methods, adapted to 
the peculiar needs of the plant, 
seed and tree trade. 

The old plan was to issue 
large edition of cheap catalogues 
about the first of the year, il us- 
trated with poor woodcuts and 
made gaudy with impossible color 
p'ates. These books were dis- 
tributed indiscriminately, all kinds 
of inducements being made to get 
names. You saw an ad that of- 
fered a catalogue if you would 
write for it, with a plant, packet 
of seed or coupon good for so 
much on your first order, free, to 
make it doubly sure you would 
write. When the catalogue came 
it contained a circular and return 
envelope, offering some more stuff 

















free if you would send in the 
names and addresses of a lot of 
your friends. 

In this way many seed houses 
and nurseries piled up enormous 











mailing lists. The catalogues went 
out year after year to the same 
names, only a small proportion of 
them bringing back actual orders. 
There were no follow-ups, no fur- 
ther effort to get a response from 
the persons addressed. Still, for 
many years the business proved 
immensely profitable, and dozens 
of florists, nurserymen and seeds- 
men became very weaithy. Then 
the field became more crowded, 
folks got to be more discrim- 
inating in their buying, and the 
old plans ceased to be satisfac- 
tory as to the business produced. 

The Harrisons, father and sons, 
were pioneers in this fieid. They 
knew nursery stock very well, and 
made a reputation for the supply 
of quality trees and plants. When 
they got a customer, usually he 
stayed with them as long as he 
bought nursery stuff. 

Each year G. Harrison & 
Sons advertised extensively in the 
farm and garden papers. The copy 
used was of the customary kind— 
neither better nor worse then the 
average. It read like all the rest 
and told of the acres of stuff 
grown, the dependability of the 
product, etc.—urging everybody 
to write for free catalogue. In 
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time, a very large mailing list was 
accumulated, requiring a cata- 
logue edition of approaching 200,- 
ooo. As the books brought back 
an average of less than fifty cents 
each, of course they had to be 
produced very cheaply. 

The firm made money and in- 
creased its plant from year to 
year, until it reached mammoth 
proportions. The situation was 
not satisfactory, however, in that 
it appeared to require too much 
effort to get a dollar’s worth of 
business. Orlando Harrison is 
progressive and something better 
seemed a necessity to him. He 
was loyal, however, and stayed by 
the agency that had given him the 
best service it could offer. Then 
came a reorganization of that 
agency, which he felt released him 
from any further obligations, and 
he determined on a new line of 
tactics. 

It was at this point that the 
McFarland Publicity organization, 
specializing largely in the horti- 
cultural field, was called into con- 
sultation. A plan of campaign 
was submitted calling for the ex- 
penditure of about the same 
amount of money as heretofore, 
but distributing its outlay very 
differently. Harrison & Sons de- 
cided to go ahead for a year on 
the proposed basis, with the re- 
sults already stated. 

Just about the same sum as be- 
fore was spent for periodical ad- 
vertising but the copy was radical- 
ly changed. No effort was made 
to get a big bunch of inquiries. 
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The ads breathed a cordial invita- 
tion not to write unless one was 
directly interested in something in 
the catalogue. If you were not 
so interested, however, the invi- 
tation to write for the book was 








even more cordial. Many me- 
diums heretofore used were left 
off the list and a number of new 
publications added. 

The catalogue edition was cut 
to one-third the former figures. 
In this was an entirely different 
book made possible without in- 
creased cost. The out-of-date 
woodcuts were replaced with at- 
tractive half-tones. and four-color 
process plates gave pictures true 
to nature in color and form as a 
substitute for the exaggerated lith- 
ographic designs previously util- 
ized. Enough catalogues were 
printed to send one to each old 
customer of the firm, and, as 
nearly as could be estimated, to 
each person who would apply for 
the book. 

A three-folding mailing card 
was sent to the vast number of 
persons who had asked for the 
former catalogue or whose names 
had been sent in by friends, in 
December... This described the 
forthcoming catalogue, and ex- 
plained that it was too costly for 
indiscriminate distribution—offer- 
ing a free copy, however, to any 
person who would sign and de- 
tach return postcard. There was 
also a direct offer of a bargain 
collection of fruits, intended alike 
to move surplus stock and help 
the mailing card pay its way. 

Most radical of all the innova- 
tions, however, was the system of 
follow-up provided. This con- 
sisted of a series of postcards 
mailed at regular intervals, each 
making a special drive on some- 
thing that was of particular in- 
terest generally at the time the 
card went out. The cards were 
attractively illustrated, and as first- 
class matter they were promptly 
delivered. Some of them carried 
coupon schemes—which helped to 
secure attention and orders be- 
fore the cards were laid aside. 

Poultry papers were utilized, for 
instance, with special copy which 
suggested the advisability of plant- 
ing chicken runs with fruit trees 
—for which purpose Harrison’s 
Nurseries offer specially adapted 
and trained trees. The trade jour- 
nals of the wholesale nurseymen 
were used regularly in full page 
spaces, to help move lines of 
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stock grown in quantities great- 
er than required by the retail 
business. 

The catalogue proper goes out 
early in the year. This year it 
will be supplemented by two book- 
lets, one on fruits and one on or- 
namentals, which are cultural 
guides as well as descriptive of 
trees and plants especially good 
for autumn planting. The adver- 
tising of these booklets still more 
clearly emphasizes the effort to 
get only inquiries that are worth 
while, by placing a price of 25 
cents each on them, except to 
persons about to buy trees or 
plants for orchard or home-ground 
planting. 

Next spring’s campaign will be 
along the lines proved so success- 
ful by this year’s experience. 
Doubtless fewer mediums will be 
used, but in larger space. 

The Harrison account is of gen- 
eral interest not only because ot 
the facts as above presented, but 
is typical of a new development in 
horticultural publicity. It will be 
distinctly pleasing in every quar- 
ter when the ugly and exaggerated 
catalogues have been completely 
supplanted by books that are at- 
tractively printed and illustrated, 
and which have some “human in- 
terest.” 


—__ +oo—_——_ 


The Sealshipt Oyster System, South 
Norwalk, Conn., are using a few mail- 
order magazines with large copy through 
the Lord & Thomas Agency. 

This agency is a'so preparing a list 
of newspapers throuchout the country 
for next year’s advertising of the I. 

Johnson Company, manufacturers 
of Johnson’s Anodyne Liniment and 
Sheridan’s Condition Powders. 





Packard & Field, manufacturers of 
Korrect Shape Shoe, who have used a 
list of magazines for the past two 
years, have decided to put the entire 
appropriation into one medium for 
next year. That will be the Saturday 
Evening Post. The account is handled 
by the A. W. Elis Agency. 

This agency is also considering me- 
diums for next year on the advertising 
of the Holstein-Freisian Association, 
3rattleboro, Vt. 





The advertising of Hewes & Potter, 
manufacturers of Bull Dog Suspenders, 
has been decided upon for the_fa'l. 
This account is handled by the F. P. 
Shumway Company. 
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‘| The Best in Its Class 


An average of at least four people in 
each home read each copy, making over 


100,000 Readers 

















From the standpoint of quantity of circulation, Motor 
Print is entitled to at least the careful consideration of 
those advertisers who decide they must have on their 
lists class magazines of large circulations. The circula- 
tion of Motor Print is not only the largest of its class, but 
enormous as to quality, buying power and responsiveness. 


And its circulation is no guess or mystery. 
October forms close September 20. 


THE MOTOR PRINT COMPANY 
] PHILADELPHIA, PENNA. 
NEW YORK, 7 Pine Street 
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Over 60,00 
The pick of th 














address in the 


with every reader a possible buyer. 
Our campaigns are conducted by 
experienced, capable men. who 
know your merchandize and your 
merchants. R. N. A. results, per 
dollar invested, are without paral 


us prove it. 


progressive pegle 
attentive audie 


We offer you circulation where | 
you wantiit; in wasteless mediums } 





lel in advertising records. Make 








C . 
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(} Merchants 


juntry’s most 


ciple comprise the 
iepe that you, can 


re | 
as | 


t. 





.N. A. papers 


The Root Newspaper Associatiom 


Includes 
Dry Goods Economist Mint : New York 
Dry,Goods Reporter <0 - Chicago 
The Milliner - - - - - Chicago 
Drygoodsman sw) te St. Louis 
Shoe & Leather Gazette - - - St. Louis 
Twin City Commercial Bulletin, Minneapolis-St. Paul 
The Hardware Trade - Minneapolis-St. Paul 
Bootand Shoe Recorder~ - - - - Boston 
Apparel Retailer - - + - - Boston 
Cleveland Trade Bulletin - - - (Cleveland 
Southwestern Merchant - : - - Dallas 
Pacific Coast Merchant - - San Francisco 


Merchants’ Journal - - - Lynchburg, Va. 
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Read in Nine Provinces 


The Canapian Counter is the only illustrated Na- 


tional Weekly published in Canada for Canadians. 


Ninety-five per cent. of the Courter circulation is 


delivered directly into the homes. 


The distinctive value of the Courter is proven by 
Canadian national advertisers, who use its columns as 


consistently as they do national newspapers. 


Write us and we will give you a few facts about the 
Canapian Courter. We are anxious to give adver- 


tisers definite and positive information. 


Write us to-day. 


The Canadian Couri 
J. P. PATTERSON 
Advertising Manager 
Toronto Canada 
RALPH D. WHITING, Eastern Representative, 5 Beekman St., New York 
HENRY J. ROCHE, Western Representative, Hartford Building, Chicago 





























HOW AMERICAN ADVERTIS- 
PRS ARE FARING IN 
CANADA. 


UNDERWOOD TYPEWRITER MORIE ABLY 
ADVERTISED IN CANADA THAN IN 
U. S.—CANADIAN NEWSPAPERS 
AND MAGAZINES AND STREET CARS 
DOING GOOD SERVICE—I30 AMERI- 
CAN FACTORIES NOW IN CANADA. 


Nothing can interest manufac- 
turers who contemplate seeking 
Canadian trade more than _ the 
actual experience of other Ameri- 
can manufacturers. Advertising, 
the same trade weapon so effec- 
tive in this country, is being ap- 
plied in Canada, and meeting with 
the same success, as is evidenced 
by the following letters from 
American advertisers in Canada: 


MeripeEN Britannia Co., Ltp., 
Hamitton, Ont., Aug. 12, 1909. 
Editor of Printers’ Inx: 

In response to your request con- 
cerning our ublicity means and the 
methods we adopt in placing before the 
public “1847 ROGERS BROS.” ware, 
we would say that we endeavor to dis- 
seminate “all the year round’ per- 
sistent advertising throughout an- 
ada, by making use of over one hun- 
dred and fifty daily, semi-weekly and 
weekly newspapers, in which appear 
our two-inch all-type electros, changed 
in each issue; and, very generally speak- 
ing, by a use of liberal and prominent 
space in the leading Canadian _illus- 
trated weeklies, magazines and ladies’ 
journals for our constantly varying 
asplay advertisements. 

All of the above are used in cre- 
ating a demand for ‘1847 ROGERS 
BROS.” ware in the interest of the 
retailer and wholesaler, For a num- 
ber of years it has been our policy 
to assist the dealer in his loca] ad- 
vertising by furnishing free attrac- 
tive electrotypes, display cards, circu- 
lars, etc. The dealers we reach 
Seong their recognized trade jour- 
nals, 

There is no question as to the fact 
that never before in Canada’s history 
were prospects brighter for the de- 
velopment of an immense fertile terri- 
tory. As population increases, so will 
the trade-getting facilities increase, and 
as .n the past it will continue to be the 
aim of “1847 ROGERS BROS.” to 
maintain their prominent position be- 
fore the public of Canada by means of 
the press, 








J. W. Mivrarp. 
Unitep Typewriter Company, 

a” Toronto, Ont., Aug. 9, 1909. 
Editor of Printers’ INK: 

_In the first place the Underwood 
Company has no plan of publicity in 
Canada. This company is entirely dis- 
tinct from the New York concern. It 
is not a branch. So we have to do our 
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own advertising in our own way. When 
we have something to say we say it. 
\,e try to say it so people will under- 
stand; we try to dress it up typograph- 
ically so that they will see it. 
Aggressiveness. In our advertising 
we frequently make pretty strong state- 
ments, but we never say anything which 
we cannot back up with facts. In the 
earlier days we went after all the 
schools (recognizing their importance in 
creating a demand for our machine), 
and by favorable prices were able to 
enter into long-term contracts with 
them to use, Underwoods exclusively. 
We have a strong organization of care- 





As J. George Fred- The Underwood 
erick. says, “The Typewriter was in- 
Underwood type- troduced 14 years 
writer has had ago, and with it 
striking success in visible writing ; a 
thetypewriter field. common sense idea 
+ ha , | Ap that you should be 
pat so prov. h able to see what 
you write as you 


bee pa would ha —— 
failed to Sa wnite it. For 25 


See te coy & c sth the 
It pet 2 fine visible iting writing out of sight 
machine on the market, 

bel patent rights which ab The Underwood met 
lowed it to sit on the one 





pany promised to do its best ble writers or go out of 
to supply them.” business. Some have gone; 
Frederick. is the editor of “Print- others are making visible 
ery’ Ink,” and what “ Printers’ writers; not that they want- 
lok” says i» always pretty close J bay to, as 
i pa Fa tag 

Uahed Typewriter C ,, Umited, lor it 
cites sell. ag cally without exception, they have 
copied the Underwood; but the 
vital features of the Underwood's 
saccess are fully protected by 

patent ri 

United Typewriter Company, Limited, 

in all cities 


BETTER ADVERTISING BY CANADIAN OFFICE 
THAN BY HOME COMPANY. 





fully selected salesmen. They work up- 
on a straight salary—no commissions. 
Every salesman is required to place his 
proposition fairly before the customer, 
without any exaggeration whatever. 
M. KenneEpy, 
Advertising Manager. 


Wortp’s Dispensary Mepicat Assocta- 


TION, 
Burrato, N. Y., Aug. 18th, 1909. 
Editor of PRintErs’ INK: 
We have nothing new to say about 
our experience in Canada. Our adver- 
tising has always followed along the 
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Canada’s 


National Advertisers 
Invariably Give 


Busy Man’s 
Magazine 


the premier position in their 
advertising campaigns. Why? 
Its peculiarly attractive edi- 
torial contents has given it a 
foremost place with Canadian 
readers. 

Its thorough national cir- 
culation has been built up 
solely on its editorial merit. 
No premiums or dubious 
schemes are resorted to. The 
two hundred circulation rep- 
resentatives of the Maclean 
Publishing Company — the 
strongest circulation organiza- 
tion in Canada — systematic- 
ally canvass every territory in 
the Dominion, at least three 
times a year. Advertisers are 
therefore assured of a national 
publicity. 

Your investigation will show that Busy 
Man’s has carried more advertising 
from the American manufacturers, who 


have entered the Canadian market, than 
any other magazine in Canada. 


Busy Man’s 
Magazine 


10 Front Street E., Toronto 
160 Broadway, New York 
933 Monadnock Block, Chicago 
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lines pursued in the United States. 


We 


use most of the daily and weekly news. 


paners, our own booklets whith are 
mailed to addresses in Canada, and 
sometimes we have used posters and dis- 
tributing. The results we have obtained 
from advertising in the Dominion have 
been about as ~ood as some states in 
the United States, but, of course, we 
lave the additional expense of a branch 
establishment in  Bridgeburg (Ont.), 
which does not make the business so ad. 
vantageous as one of our good states in 
the Union. . M. Pierce, 
Secretary and General Manager. 


Tue N. K, Farrpank Company, 
Cuicaco, Aug. 19, 1909. 
Editor of PRinTERs’ INK: 

eferring to your letter asking for 
information regarding our Canadian 
advertising, we would say that our Ca- 
nadian advertising is still in its in. 
fancy. When the child has grown a 
ttle, we will be more willing to talk 

about it. G. H. E. Hawkins, 
Advertising Manager. 


Pratt & LAMBERT, 
VARNISH MAKERS. 
Burrato, N. Y., Aug. 9, 1909. 
Editor of Printers’ INK: 

With reference to our experience 
with the Canadian trade; our selling ex- 
perience in this territory has not been 
very extensive, although we have a good 
trade throughout Canada. 

However, we expect to get after the 
Canadian trade on a_ systematic basis 
in the very near future. 

W. P. WeERHEIM, 
Advertising Manager. 





Tue Monarcu Typewriter Company, 
New York, July 31, 1909. 
Editor of PRInTERS’ INK: 

We do not, strictly speaking, man- 
age the advertising exploitation in Can- 
ada; it is taken care of to a large extent 
by the managing director of our com- 
pany at Toronto. While many media 
throughout the Dominion have been em- 
pen at one time and another, yet our 
managing director recently expressed 
himself to the effect that the daily news- 
papers of Toronto seemed to be quite 
the most valuable media. 

Tue Monarcu TypEwRITING Company, 
J. W. E. 


THE WarneER BrotHers CoMPANy, 
MANUFACTURERS OF CORSETS. 
Bripceport, Conn., Aug, 5th, 1909. 
Editor of Printers’ INK: . 
We have not gone after Canadian 
trade very systematically or very hard. 
There has always been a demand for 
our corsets from Canada, which we have 
met by soliciting the trade  cither 
through an agent or by salesmen from 
our nearest United States office and dis- 
tributing center. Our sales methods are 
the same as we use in the United States 
in every particular. The only advertis- 
ing that we have done has been a small 

















amount in the Montreal Star, Montreal 
_a Presse and the Ottawa Journal. 
Tue WARNER BroTHERS CoMPANY, 
Per Lucien T. Warner. 


Puito Hay_ Speciatties Co., 
Newark, N. J., Aug. 4, 1909. 
Editor of Printers’ Inx: 

The results from our advertising in 
Canada in the last three (3) years have 
been quite satisfactory, and we believe 
that they will continue to increase from 
time to time. 

We intend increasing our list of 
newspapers each year as we take up new 
territory. We use practically all the 
good papers in Canada that are worth 
using, following the policy of always 
buying space in the best paper in each 
town, 

We believe that the opportunities in 
Canada are increasing very rapidly for 
advertisers with good propositions. 

Puito Hay Specratties Co. 





Paris MeEpIcIneE Co., 
St. Louis, Mo., August 2, 1909. 
Editor of Printers’ Inx: 

We maintain a branch laboratory and 
office at Toronto, througa which our 
Canadian trade is handled. Our cam- 
paign in Canada is based on systematic 
newspaper advertising, running in prac- 
tically all DAILY papers of a thousand 
or more circulation, and a majority of 
the representative WEEKLY papers. 

While the consumption of our prod- 
ucts in Canada is hardly as large per 
million of population as it is in the 
States, the exploitation of the dield is 
very successful as far as our line is 
concerned. The country seems to be 
rapidly developing, particularly the Ca- 
nadian Northwest. 

Geo. A. RANDOLPH, 
Advertising Dept. 


Stncer SEw1nG MACHINE Company, 
August 3, 1909. 
Editor of Printers’ Ink: 

We beg to say in reply to your in- 
quiry of the 30th ult. that our product is 
sold in Canada the same as in the 
United States and other countries—by 
personal canvass. The matter of adver- 
tising is of minor importance ani we 
buy but little space in advertising publi- 
cations, 

Sincer SewinG MacnuineE Company, 

G. AS 2 


Tue Hopkins & ALLEN Arms Co., 
_.. Norwicu, Conn., Aug. 2, 1909. 
Editor of Printers’ Ink: 

Some years ago we used several Ca- 
nadian publications and ran American 
copy, but soon changed this policy. We 
decided that Canadian trade should be 
taken up on a Canadian basis and in 
our advertising we used special copy 
and advertised Canadian prices. This 
experiment was successful to a much 
greater degree than the first, and al- 
though we only used a couple of publica- 
tions, our results were good. 

e increased our distribution and 
helped both jobber and dealer to un- 
load their shelves. This was obtained 
through the distribution of our catalog 
to a great extent, as we distributed sev- 
eral thousands of these within a year 
and relied upon them to induce the con- 


PRINTERS’ 


INK. 45 





Sherbrooke 
Daily Record 


CANADA'S GREATEST 
SMALL CITY DAILY 


OVER 


8800 Daily 


This circulation is absolutely 
guaranteed and may be made 
part of any advertising contract. 
We supply sworn statements 
showing number of papers going 
to each postoffice, 

The Daily Record thoroughly 
covers the Eastern Townships 
of Quebec, the eight English 
counties of the province, being 
the only Daily published in this 
territory. It gives all the local 
news, and is the home paper of 
this prosperous section, 


Sherbrooke Record Co. 


SHERBROOKE, QUE. 

















In Nova Scotia 


The Halifax Herald 


AND 
The Evening Mail 








Are the only papers that 
publish sworn details of 
circulation—15,010 average 
for the year 1908, and 
15,986 for the six months 
ending June 30, 1909. 


That carry the gold marks 
and are in Printers’ Ink 
Roll of Honor. And 


That have “the same flat 
rate for the same service 
to everyone.” No well- 
informed advertiser thinks 
of doing business in Nova 
Scotia without using The 
Herald and The Mail. 
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sumer to ask his dealer for our goods, 
tuus working in natural channels 


through the jobber. 
E. M. Benson, 
Advertising Manager. 
THE Vapor-CRESOLENE Co., 
* New York, Aug. 2, 1909. 
Editor of Printers’ Ink: 

Our advertising in Canada is not 
very extensive. The Canadian trade 
seems to be a hard line to develop, but 
we think that when once established 
it will be firmly held. 

Harry De B. Pace, 
Vice-Prest. 
Rumrorp CuemicaL Works, 
Provipence, R. L., July 31, 1909. 
Editor of Printers’ Ink: 

We have made no special effort to se- 
cure Canadian trade. All that we have 
in Canada we believe to havé been 
principally the result of our advertis- 
ing in mediums published in the States. 
During the last two or three years we 
have advertised in a small way in the 
principal Canadian papers and to this 
we attribute what increase has taken 
place in the sae of our goods there. 
What advertising we shall do in the 
future we are unable to state at this 
time. N. D. Arnon, Treasurer. 


Tue J. B. Witttams Company, 
GLastonBury, Conn., August 2, 1909. 
Editor of Printers’ Ink: 
We have not* found it as necessary 
to make special arrangements for ad- 


INK. 


vertising and selling in Canada as we 
have in most foreign countries. We 
have found that practically all the prin- 
cipal magazines of the United States 
have more or less circulation in Canada, 
and we have consequently treated that 
country more as a part of the United 
.cates than as a foreign country. 

Nevertheless, we have done some ad- 
vertising there in the principal publica- 
tions, such as The Canadian Maga- 
gine, Our selling arrangements in Can- 
ada are practically the same as they 
are in the United States. We have 
representatives there covering the coun- 
try at regular intervals, 

Tue J. B. WittiaMs Company, 
Cuase & SANBORN, 
TEA AND CorFrEE IMPORTERS, 
Boston, July 31, 1909. 

Editor of Printers’ Ink: 

We prefer to do all of our advertis- 
ing through the local grocer so that he 


may derive whatever benefit there is. 
CuHase & SANBORN, 
Scort & peer 
New York, August 2, 1909. 


Editor of Printers’ Ink: 

It is difficult for us 
questions you ask. Our experience has 
been that Canadian trade differs very 
slightly from the U. S. trade, and the 
method of deing business there is so 
much like that in this country, we do 


to answer the 


not see that we can make any special 
recommendations for that particular 
country. We now, and have always 











The oe) 


(2 cent morning) 


The Star 


(1 cent evening) 
| 
The News | 
(Weekly) 


(6,100 net). 


Advertising Rates 


SUN or STAR 
1jc. per line 





St. John | papers 
N. B. 


The Publishers’ Guarantee 
—That THE SUN has the largest daily circulation in 
the Province (7,000 net). 
—That THE STAR has the largest City circulation 


—That the three papers together cover the largest 
territory most thoroughly. 


(Sworn details on request). 


—Flat rate on 2,000 lines or over (agate). 


SUN and STAR 
2c. per line 


The 


| that cover 
| the field 


NEWS 
lec. per line 




















handled that trade the same as we do 
here in the States. Scotr & Bowne. 





Tue Omeca CHEMICAL CoMPANY, 
New York, July 31, 1909. 
Editor of PRINTERS’ INK: Ss 

We introuuced Omega Oil into Can- 
ada about eight years ago, and at first 
used only the leading daily newspapers. 
Uur experience with that kind of ad- 
vertising was not satisfactory, as the 
cost very greatly exceeded the returns. 
We used the newspapers two or three 
years and then discontinued them for 
the reason stated. 

The last five or six years we have 
used the street cars exclusively, and our 
experience with them has been excep- 
tionally good. It may have been that 
our newspaper copy was at fault, but 
that, of course, we do not know. 

Bert M. Moses, 
Secretary & Treasurer. 





Aure Strop Razor Co. 
New York, Aug, 18, 1909. 
Editor of Printers’ Ink: 

We have a considerable Canadian 
trade which we expect to develop to 
stu: greater extent in the near future. 
We have been using the Canadian news- 
papers, and wul use them this fall 
again. 

We have just contracted for a half 
run in all Canadian street cars from 
coast to coast, and expect excellent re- 
sults from them. 

It might interest you to know that 
the results of a personal inquiry in 
Canada tended to dislodge the idea that 
American magazines have a very large 
following in Canada. The executive of 
a large news agency there told me that 
the leaders of magazines in Canada were 
the two Curtis publications; and follow- 
ing this came the American edition of 
the Strand and then came the Popular 
Magazine (one of the Ainslee Trio). 

A. S, CHAMBERLAIN, Sales Manager. 


WANTS 


ESN aN pipe at TOE 
MANUFACIrURING _IN- 
LORMAT ION. 


NEw York, “Aug. 10, 1909. 
Editor of PRinTERs’ INK: 

Two copies of your valuable paper 
received. Enclosed find $2.00 for one 
year’s subscription, and “right off the 
teel” would ask for a bit of advice, 
viz.: We are about to add to our line 
several products and we wish to place 
a small initial order for containers. 
Can you tell us where we can get 
made to our order metal tooth powder 
and talcum powder boxes, also metal or 
pasteboard containers for lip rouge 
sticks, also porcelain tablets for the bot- 
tom of theatre rouge boxes. 

H. A. SKINNER. 


Moncton Times 


Daily and Semi-Weekly | 
6,000 EVERY ISSUE) 


in most prosperous, progressive section 

of New Brunswick, Canada. Largest 

circulation between St. John — Halifax | 
Flat Rate, 10 Cents ~ 

A “ROLL OF HONOR” PAPER | 
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A 
MIDSUMMER 
GAIN 


During the month of 
July, 1909, the Chicago 
Record-Herald 


Gained in Display 
Advertising 


over the same month last 


year 
151 Columns 


The constant growth of 
advertising in The Chicago 
Record-Herald is indisputa- 
ble evidence of its value as 
an advertising medium. 


THE CHICAGO 
RECORD-HERALD 


New York Office, 437 Fifth Ave. 


Men Admire 


and read strong, influential, wide- 




















ly-quoted papers; but if you have 


an article that appeals to 


Women Only 


a strong paper that has Marion 
Harland’s Talks, 
Fiction, Women and Home, etc., 


Good Cookery. 


as regular features will reach 
both. 


Central New York is 


The Utica Observer 
17,000 CIRCULATION 


The great home paper of 
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LOUISVILLE CONVENTION 
A GREAT BIG SUCCESS. 





MORE PROMINENT ADVERTISING MEN 
PRESENT THAN AT ANY PREVIOUS 
SESSION—FINE ADDRESSES HEARD— 
CONVENTION NEWSPAPER PRINTED. 
With fine weather and lots of 

fun on the side, the Louisville 

convention of the Associated Ad- 
vertising Clubs of America proved 

a record-breaking event, and has 

shown the value of advertising 

conventions beyond further doubt. 

The good -spirits and keen en- 
joyment of the 1.500 advertising 
men present were the talk of 
Louisville; yet the three day ses- 
sions (August 25-27) were packed 
full of discussion of important ad- 
vertising and publishing topics. 

Col. R. D. Brown, of the Times, 
and Mayor Grinstead and others 
made real Southern speeches of 
welcome; to which Richard Wood, 
of Chicago, and others replied. 

President’ E. D. Gibbs, in his 
annual address, spoke of the grow- 
ing appreciation of the associa- 
tion’s efforts, and of the wider 
support of prominent advertising 
men. The Credentials Committee 
reported that thirty advertising 
clubs were represented. Secretary 
and Treasurer Landon reported 
that new clubs have been formed 
in Atlanta, Leavenworth; Sacra- 
mento, Montgomery, Oklahoma 
City, Dayton, Decatur, Wichita 
and Grand Rapids. The morning 
session was concluded with a 
luncheon given by the Louisville 
Courier-Journal and Times. 

Division reports were heard at 
the afternoon session at Riverview 
Park, and every report was en- 
couraging. The afternoon speak- 
ers were Frank Van Camp, Louis 
H. Scurlock and St. Elmo Mas- 
sengale. Mr. Scurlock argued 
strongly for a higher plane of 
business dealing in advertising, 
and scored the smooth social so- 
licitor who gets advertising on 
personal treat, against the inter- 
ests of the advertiser. 

St. Elmo Massengale, advertis- 
ing agent, Atlanta, made an ad- 
dress which bristled with fact and 
figure about the South as an ad- 





It made a strong 


vertising field. 
impression. 

At the evening session Arthur 
Hawkes, superintendent of public- 
ity and industry of the Canadian 
Northern road, told how Canada 
had spent miliions to advertise the 
Northwest and was getting it back 
very fast. 

The second day’s session in- 
cluded the addresses of Arthur 
Hawkes, of Canada; Hugh Chal- 
mers, of the Chalmers-Detroit 
Motor Company, on “Salesman- 
ship and Its Relation to Adver- 
tising’; S. S. McClure, president 
of McClure’s Magazine, on “The 
Making of a Magazine”; E. Ralph 
Estep, of the Packard Motor Car 
Company, on “The Artistic Side 
of Advertising”; Ingalls Kim- 
ball, of the Cheltenham Press, on 
“The Printing Art in Advertis- 
ing’; William Thompson, of the 
Kalamazoo Stove Company, on 
“The Man Who Pays the Bills”; 
James Schermerhorn, of the De- 
troit Times, on “Up Stairs and 
Down Stairs”; and Capt. C. C. 
Healey, of the Chicago Mounted 
Police, on “Proper Policing of a 
City as an Advertising Asset.” 

The Kentucky Barbecue and 
the ride through the land of the 
Cherokee over Daniel Boone’s 
trail were very highly enjoyed. 
The greatest good fellowship pre- 
vailed throughout. 

A spirited election for the 
presidency resulted in a_ victory 
for the friends of S. C. Dobbs, ad- 
vertising manager of the Coca- 
Cola Company. Wm. A. Camp- 
bell was elected vice-president; 
P. S. Florea, secretary; Leo Lan- 
dau, treasurer. Directors: W. N. 
Clemens, Memphis; I. H. Sawyer, 
of St. Louis; Orva Williams, Chi- 
cago; S. Keith Evans, New York; 
P. V. Collins, of the Northwest- 
ern Agriculturist. Omaha was se- 
lected as the next meeting place. 





The Merchants and Manisfacturers 
Advertising Company has opened offices 
at Chicago and Detroit and is placing 
business with sporting magazines and 
farm papers for the Co-operative Raw 
Fur Company, 





H. H. Mitchell has resigned as_ busi- 
ness manager of the Joplin, Mo., News- 
Herald. He will be succeeded by James 
F. Farrar, 
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When You Close Up 
Your Desk for the Day 


you're sure to feel the need of something to relieve the ex- 
haustion of brain-work. That is the psychological moment 
for a drink of 


Underberg Boonekamp Bitters 


but be sure its UNDERBERG, for it is the snappiest, most 
healthful drink in the world. Sweeps away the cobwebs, 
braces the system, gives you the kind of appetite you often 
hear about, and a digestion to fit it. Remember there have 
been over 7,000,000 bottles imported into the United States. 


Enjoyable as a Cocktail and Better for You 


Popular at all leading Hotels, Clubs, Restaurants, and on 
sale by the bottle at wine merchants and grocers. Ask for 
Underberg and be sure it’s the original. Booklet free. 


Bottled only by H. Underberg Albrecht 
Rheinberg, Germany, since 1846 


LUYTIES BROTHERS, Sole Agents, 204 William St., New York 
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BUY CRAFTSMAN 


ADVERTISING NOW 9,059-Word 


On Squaber 1th the adveruing mates of {| MSLUCTIOCSISM 8lele) a chaste 
THE CRAFTSMAN, which have re- 











mained practically the same for five years Simply send us a postal and ask 
(Goring which Cie Se gecenes Sas moe || for our- free illustrated 9,059-word 
12 Consecutive 6 Consecutive 1 Inser- Business Booklet which tells how 


One page . $50.00 $54.00 $60.00 priceless business experience, 
% page. 25.00 27.00 30.00 }| squeezed from the lives of 112 big, 
‘4 page. 14.17 15.83 17.50] broad, brainy business men may be 
To $80 per page flat, 3% for cash }| made yours—yours to boost your sal- 


THE CRAFTSMAN is America’ : 
National Art Magazine ; devoted jocipally ary, to increase y — profits. This 
to the household arts: Building, see ing, free booklet deals with 








ardening, handicrafts, etc. 2 ~ How to manage a business 

ts chief cong lies in the peculiar intimacy —How to sell goods 

between reader and magazine; best exp d How to get money by mai? 

in the words of a prominent advertiser (name How to buy at rock-bottom 

request) as follows: ‘‘ The returns from >How tocollect money 

THE CRAFTSMAN have been unusually = How t sep con tas 

satisfactory and of a peculiarly valuable nature, —How to train and handle men 

in that a large proportion carry a personal § | —How to get and huld a position 

an | a eye 2 seem to oy a bcd _ to — Soar 3 
taking Craftsman advertisers right to their J | =~How to devise office methods 
rts ad iving very intimate information as || Sending for this free book binds you to 

to their needs, | nothing, involves you in no obligation, yet 


Do you want your story taken right to the J| it may be the means of starting you on a 
hearts of 20,000 families of exceptional means, broader career. Surely you will not deny 
discrimination and taste? Then wire us to- [| yourself this privilege, when it involves only 
day at our expense: “* Protect us for one year the risk of a postal—a penny! Simply say 
against prospective rate advance.” “Send on your 9.0S0-word Booklet.” Send to 
Forms close on 6th and 9th. . SYSTEM, Bop: 108-8. 151-153 Wabash Ave., Chicag® 
Advertising Mgr., THE CRAFTSMAN 
41 West 34th Street, New York 
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Flips and Flings from a Cynic 


“The sweet-tempered cynic is the balance on 
wit and reason ’’—Doctor Johnson 


the scales between 











Readers of Everybedy’s classi- 
fied columns who come upon this 
enigmatical poser, have a_ hard 
job guessing: 

Jacksonville, the New York of the 
South, now being reconstructed by 
“Commercial Democrats’ and Chicago 
Ozone. Wide-open city—it’s the limit. 
Don’t scatter in wild Southern feud 
towns. Our Tell-the-Truth booklet free. 
Write Half Million Club. 


Is it a knock or a boost? A 
little cynical analysis puts the em- 
phasis on the knock. A little in- 
quiring develops the fact that it’s 
a case of feud. Along comes a 
booklet from another source la- 
belled “The Jacksonville, Fla., 
Board of Trade Stands To-day a 
Disgrace to the South,”—in which 
one Wm. T. Blaine discourses in 
hot salt tears how he contracted 
for $12,000 worth of advertising 
space after having been given 
$6,000 by the Board of Trade to- 
ward the sum it promised to raise. 
It seems the Board now repudi- 
ates the debt, as it is said to have 
a habit of doing; and thus the 
imbroglio. 

Faith in boards of trade is a 
beautiful thing; but a little salt 
judiciously sprinkled over prom- 
ises saves many a dark-brown 
taste on the morning after. 

* * * 


Somebody is worrying because 
a socialist in the New York Call 
made a great fuss because 
spending of one thousand million 
dollars, now said to be spent an- 
nually for advertising, would quit 
if Socialism ever came into pow- 
er. The socialistic article pathet- 
ically says, with many a soft-pedal 
push between, “Nine hundred mil- 
lion dollars a year wasted in ad- 
vertising! Ten million people 
hungry !” 

Under Socialism it says all this 
money would be saved and all the 
lame and the halt and the blind 
would be cured and all the starv- 
ing little Nells and the suffering 


the 


/ 





laboring men would be generously 
fed by the billion dollars now 

“wasted” on advertising. It would 
dispense with the services of hun- 
dreds of thousands of men en- 
gaged in advertising. Even the 
sandwich man would have to go. 
The Call writer ecstatically con- 
cludes that “under Socialism no 
more millions will be thrown 
away on an advertising jag.” 

The Cynic-in-Chief’s corre- 
spondent is also a socialist, and 
joyously reassures him that un- 
der Socialism not less, but more, 
will be spent on advertising. He 
has very ingenuous arguments to 
back up his ideas. But inasmuch 
as modern cynics refuse to believe 
that dreams ever come true, 
what’s the use of arguing, pro or 
con? 

* * * 

The presses were ready. The 
last important item of news had 
been lifted into the forms, and 
word was about to go forth that 
PRINTERS’ INK was ready to go 
to press. 

Suddenly into the arena rushed 
a messenger waving aloft—no, 
not a reprieve, but an envelope 
marked “Rush!!” “Wait!” he 
called breathlessly, “Here’s a sen- 
sational item that MUST go in.” 

With trembling hands the make- 
up editor ripped open the envel- 
ope, while with the other hand he 
signaled for a linotype operator. 
The item read: 


Aaron Rachofsky, manager of the 
Jewish Daily News, and Israel Fried- 
kin, manager of the Jewish Morning 
Journal, left on an extended vacation. 
They will be away until after Labor 
Day. 


* * * 


The Detroit Press was lately 
saddened by the fact that it was 
wasting vast advertising possibili- 
ties. Having seen Atlantic City’s 
great Board Walk, which it an- 
alyzed as a great show-window 
for beauty and dress; and having 

















4 chivalrous belief in the supe- 
riority of Detroit beauty, it said 
that Detroit ought to build a 
board walk so that the city’s pretty 
girls could walk out upon it and 
advertise this mar-vel-ous asset of 
Detroit to all who cared to come 
and see. 

If Detroit will promise to give 
a private advance view of this ex- 
hibit, it ought to have no trouble 
to get the advertising club conven- 
tion to meet there next year. 


* * * 


The real thing in publishers’ ad- 
vertising has now been found. «a 
liquor trade journal recently sent 
out a cardboard folder with a 
copper cent pasted on one side 
and a genuine one-dollar bill on 
the other. The copy read “Pen- 
nies grow into dollars when you 
advertise in this publication.” 
Quite a lot of them were scattered 
about, and some Cubans who got 
hold of them came to a mission- 
ary to find out whether they were 
genuine. They couldn’t believe it. 

It is undoubtedly more desir- 
able to give away your money to 
the man you are trying to reach, 
if you insist on tossing away your 
money, than to enrich the junk 
men who are buying autos through 
fortunes made in emptying waste- 


baskets. : 
* * * 


Indianapolis is now on the verge 
of deciding to let the Peacock- 
Wooley Company, Chicago, light 
its streets free. A small ad is to 
go on each side of each light, for 
which the company means to ex- 
act one dollar apiece from adver- 
tisers. 

This is a wonderful opportunity. 
When Mr. John High-Jinks goes 
home at 2 a. m. in Indianapolis, 
in the future, and enters into 
pleasant conversation with the 
lamp post, it might answer back 
sympathetically somewhat like this : 
“On the Morning after—Hunyadi 
Janos Water,” or “For that Dark- 
Brown Taste in the Mouth—Red 
Raven Splits.” 





John Day Jackson now owns the 
entire stock of the New Haven (Conn.) 
Register, and will personally continue 
the business, 
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The examiner of the 
Association of American 
Advertisers was in Syra- 
cuse last week. Before 
deciding positively on 
your list, see his complete 
reports. Something has 
happened. 


SMITH & BUDD CO. 
Advertising Rebresentatives 
THE SYRACUSE JOURNAL 


Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Third Nationa! 
Bank Bldg., St. Louis. 
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ALWAYS HRST 


“LA PRESSE” 


MONTREAL, P. Q. 
Is the Leading Trade-Builder in Canada 











The most powerful Advertising Medium of the Do- 
minion. 


The most profitable, the safest, the most economical. 


The paper most sought for, the most read, the most 
circulated. 


The greatest favorite of the leading and working 
classes. 


The most active and perseverant forerunner of the 
commercial traveler. 


The daily and weekly “La Presse” covers alone the 
whole of Canada more completely than all the 
other French newspapers combined. 


There is no profitable advertising campaign without 
“La Presse.” 


There is no satisfactory and complete trade canvassing 
without “La Presse.” 


If you have an article of value 
Tell its merits through “La Presse.” 


“La Presse” is read daily by half a million of people. 


“La Presse” has the largest daily circulation in Canada 
without exception. 


W. J. MORTON Hartford Building 
Salaried Representative Cor. Madison and Dearborn Sts. 
225 Fifth Ave., New York Chicago, Ill. 





























CANADIAN PEOPLE—THEIR 
CROPS, WEALTH AND 
PURCHASES. 
DISTRIBUTION OF POPULATION, 
WEALTH, AND VALUE OF CROPS— 
QUARTER OF A MILLION AMERI- 

CANS IN WESTERN CANADA, 





Every year the Canadian gets 
more interesting as a business 
proposition. The Englishmen who 
come to Canada expecting to find 
Britishers like themselves find 
what looks very much to them 
like Americans; and the English 
reviews are full of the “strange” 
and unseemly thing that they ob- 
serve—the temperamental similar- 
ity between the mass of Canadians 
and Americans on this side of the 
border. 

No one who has traveled in 
Canada any longer doubts the 
keen interest of Canadian people 
in general in American goods. 
Over 60 per cent of their total 
imports are from America—and 
this includes most of the more uni- 
versally used products. Every 
year they are buying more and 
more. 

Canadian people in large num- 
bers have come to the United 
States, and United States people 
in still larger numbers have gone 
to Canada—where they are ac- 
tually preferred to British immi- 
grants. The big New York de- 
partment stores put their ads in 
Canadian papers for the benefit 
of the large and growing number 
of Canadians who do their shop- 
ping in New York. Each spring 
and fall trade excursions from 
Toronto are run by the railways, 
bringing trainloads of Canadians 
and many thousands of dollars to 
American retailers and advertisers. 
At the recent apparel show in 
New York over 500 Canadian 
merchants wrote for tickets, stat- 
ing they wanted to come here for 
a —_ trip. 

Canada in 1871 had only 3,485,- 
761 population; in 1901 it had s5,- 
371,315 and to-day it has 7,000,000. 

This was divided at the last 
official census (1901) as follows: 


178,657 
225,211 


sritish Columbia............ 
Manitoba 


eee ee ey 
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Prince Edward Island, The 


I oa divs sdawedces 314,908 
New Brunswick...........+. 331,120 
OGG DOO irssces we necme 459,574 
CER oa ccc ie ode CNC OeN 1,648,898 
RENN oc gicn Cae Vdcke ante ee 2,182,947 

‘The fifteen largest cities in 
Canada (1901 census) are as fol- 
lows: Montreal, 267,730; To- 
ronto, 208,040; Quebec, 68,840; 


Ottawa 59,928; Hamilton, 52,634; 
Winnipeg, 42,340; Halifax, 40,832; 
St. John, 40,711; London, 37,976; 


Vancouver, 27,010; St. Henri, 
21,192; Kingston, 17,901 ; Brant- 
ford, 16,619; Windsor, 12,153; 
Sherbrooke, 11,765; St. Thomas, 
11,485. 


The origin of the Canadian pop- 
ulation is, of course, largely Brit- 
ish—3,063,195. There are 1,649,371 
who are of French origin. 

There are 1,068,951 houses in 
Canada and 1,070,747 families. 

According to the census of 1901 
there were in Canada 922,591 
wage-earners, enumerated by oc- 
cupations. Their aggregate earn- 
ings were $321,000,000. 

Of the above, complete returns 
were obtained of the earnings of 
814,930 employees, whose wages 
aggregate $284,028,885. The fol- 
lowing table shows the number 
employed in the various occupa- 
tions, and the wages earned: 





No. Earnings. 
Agriculture ...... 72,788 $15,101,976 
Domestic and Per- 
eer 208,720 47,696,641 
(ee 7,872 1,513,931 
Forestry and Lum- 
ae 16,438 5,014,821 
Manufacturing 275,663 100,708,217 
, er 23,898 12,278,110 
Miscellaneous .... 523 202,745 
Professional ..... 51,684 25,749,101 
Trade and Trans- 
portation ...... 157,834 75,763,443 
| ne sr 814,930 $284,028,885 


In considering the above fig- 
be remembered 


ures, it should 
that they do not include any 
proprietors, employers, or people 


doing business or earning a living 
on their own account (not receiv- 
ing wages or salary) ; also that by 
reason of increase of population 
since 1901 these figures will aver- ~ 
age now about thirty per cent 
more. 

The savings deposits average 
higher per capita than anywhere 
else in the world—$too. 
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In post-office and government 


DN ptwehseenedceees eae $62,581,155 
In chartered banks........ 560,000,000 
In special savings banks... 48,500,000 
In private banks, loan com- 

ESE Serr rer 40,000,000 

Total savings deposits... .$691,081,155 


The wealth of Canada is suc- 
cinctly stated by the following 
splendid totals of income, based 
on returns: 


Value. Income. 


Farm prop- 
erty and 
proaucts ..$2,052,009,496 $205,200,949 
Real estate, 
plant, and 
worki ng 
capita 
(mfg. _in- 
austries).. 
Timber, logs, 
woods, etc 
Mineral pro- 
products .. 
Total income 
of wage 
PEED. inc. bescenseme 


446,916,487 
51,082,689 
47,956,864 


44,691,648 
10,216,536 
9,591,372 


321,000,000 


Total Income of above 
CS dic ceesescsanvdd $590,700,505 


Agriculture in Canada, as here, 
is the backbone of wealth, and in 
this respect wonderful things are 
occurring. The 1908 crop was val- 
ued at $432,534,000, and was the 
record crop to date. The condi- 
tions of the crops at present in- 
dicate a still larger crop for this 
year. A largely increased wheat 
acreage is under cultivation, over 
400,000 acres more. 

The Canadian West is the am- 
phitheatre of a most wonderful 
drama of prosperity and coloniza- 
tion—as wonderful as anything 
_ ever occurring in the U. S. The 
provinces of Manitoba, Saskatche- 
wan and Alberta are alive with 
wheat harvesters, and the yield 
this year is expected to be 157,- 
464,000 bushels, as against II0,- 
524,000 last year. 

In the last six years 388,000 
American farmers have emigrated 
to the Canadian northwest and 
100,000 more Americans have 
gone as investors, speculators, 
miners, etc. The capital they took 
with them was rarely less than 
$1,000, and it is thus estimated 
that at the very least a billion dol- 
lars of American money has been 
invested. 

It is estimated by Consul Hale 
that 100,000 more Americans will 
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settle in Canada this year. These 
Americans are used to American 
goods and are greatly stimulating 
demand for American goods, and 
feel lost~without American ad- 
vertising to guide them in their 
purchases. There is no market in 
all Canada which is responding so 
quickly to American advertising 
as is Western Canada. The 
American population in the three 
western provinces above named is 
over a quarter of a million--each 
individual of whom has a buying 
power far exceeding the average. 


Ss 2 OH 
ADVERTISING SCHEME TO PROVE 


POPULARITY OF TRADING 
STAMPS. 





A rather interesting advertising 
scheme was operated recently by the 
Sperry & Hutchinson Company for the 
purpose of proving that the trading 
stamp proposition is not a dead issue. 

For some time many merchants have 
held the opinion that the value of the 
trading stamp as a factor in promoting 
business has been gradually approaching 
the vanishing point. This, naturally, 
was strenuously denied by the Sperry 
& Hutchinson Company, which is the 
proprietor of the “S. & H. Green 
Stamp”; and to back up the denial with 
tangible evidence the company decided 
to have a green stamp day at Dream- 
land, Coney Island, aamission tickets 
to which could be obtained only from 
merchants who regularly give the stamps 
to customers. The function was labeled 
“S. & H, Green Stamp Merchants’ Pic- 
nic.” The principal feature was a 
“Green Stamp Girl,”’ who was to wander 
incognito through the crowd with an 
order for 10,000 stamps on her person. 
Whoever identified her first got the 
stamps. Another teature was the giving 
away of double and triple stamps by 
the shows of Dreamland. 

The affair was advertised by means of 
small posters and circulars supplied to 
the merchants, and when the day ar- 
rived there was a large-sized crowd at 
Dreamland. E. B. Wright, of the 
Sperry & Hutchinson Company, informs 
Printers’ Ink that the number of 
people who used the green stamp ad- 
mission tickets was about .75,000. Mr. 
Wright holds that the numerical success 
of the demonstration proved that trad- 
ing stamps are still popular, and says 
that it has noticeably “softened the 
skepticism of doubting merchants.” 

Several New York and_ Brooklyn 
ng gave a little free publicity to the 
affair. 


+0» 


Wm. S. Crandall has purchased the 
controlling interest in Spare Moments. 
Rochester. William Darbyshire will 
continue as editor, and is president of 
the new company. 
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The Lumber 
Trade Journal 


-ITS MOTTO 


Accuracy 
Honesty 
Decency 





Gives Value to its Advertisers ; 

and represents the great lumber 

industry of the South with 
fidelity 


Its Home is 
NEW ORLEANS, LA. 


Its dates of issue—Semi-monthly, on 


the Ist and 15th 
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An Acid Elsewhere in this 
Test for issue will be 
- found a_ repro- 
Dealer’s duction of a 
Stocks trade-paper ad 
from the Jron 


Age, put out by the Union Metal- 
lic Cartridge Company. It con- 
tains an argument which has 
hitherto been rather neglected, and 
which should be impressed upon 
every retailer in this country. 

The advertising manufacturers 
of goods sold through dealers 
have a strong common interest in 
educating dealers to prefer ad- 
vertised goods. The fact that 
when it comes to enforced sell- 
ing out, the dealer can get 100 per 
cent value on practically all ad- 
vertised goods, is an acid test 
which visualizes very plainly to 
the dealer why he should stock 
his shelves freely with goods well 
advertised. 

The greatest complaints ever 
made by dealers about stocking up 
with goods is that so often they 
are induced to buy a lot of mer- 





chandise for which the demand 
is either a pipe dream or a tem- 
porary artificial make-believe, [t 
is true that advertised goods are 
among the sinners referred to; 
but the continuous advertising 
done by a responsible manufac- 
turer of standing is almost a guar- 
antee to dealers against deteriora- 
tion of value. 

In effect, advertising of years’ 
standing has made many commod- 
ities serve the same purpose as 
currency—they have come to be 
representatives of unvarying aid 
universally recognized values. In 
other words, they are as good as 
money anywhere, at any time, be- 
cause people accept them, having 
had their confidence established in 
them through advertising. 

The dealer who stocks up most- 
ly in responsibly advertised goods 
is cutting down his stock turn-over 
risk to a minimum. 





Our Just because of 
Canadian °™ rather 
schoo I-boyish 

Tariff tiffing of forgot- 
Spite - Fence ten years ago, 
Canada and _ the 

United States are going about 


with a chip on their shoulders 
and keeping a tariff spite-fence 
between them—in the face of the 
obvious fact that they would both 
get rich quicker if they got their 
backs down and did some com- 
mon-sense business together. 
Free trade between Canada and 
this country is bound to come— 
unless Canada, quite pardonably, 
objects; for she has reasons to be 
less eager for it now than years 
ago. Nevertheless it is economt- 
cally inevitable, and the initiative 
is distinctly up to this country. 
Canada has increasing volumes of 
hard wheat, and untapped stores 
of wood pulp; while our coal de- 
posits and our manufactured 
products will make the material 
for a natural and fair trading. 
Canadian farmers could get higher 
prices for her wheat and farm 
products here, and buy coal 
cheaper; while we could get 
lumber, wood-pulp and the wheat 
that would decrease our prices of 
bread-stuffs. s 
We are giving Canada every in- 








in 





centive to retaliate; and incident- 
ally, if Canada does retaliate 
newspapers here will be the great- 
est sufferers because of our short- 
age of wood-pulp. There is 
considerable alarm felt now that 
Canada will “fight back.” 

Only a few special interests 
stand in the way. Were they to 
give way to the increasing body 
of public opinion, which voiced 
itself in the recent futile strug- 
gle to lower a few Canadian du- 
ties, advertising interests of both 
this country and Canada would 
gain. 





Pure There are 75,0co 
Food food manufactur- 
ing concerns in 
Squabbles this country. 
Some make high-class products 
and advertise them, others make 
inferior products and are either 
afraid to advertise them and put 
their name on them, or else they 
are brow-beaten by jobbers and 
cut-throat competition so that they 
dare not raise their voice above 
a whisper. 
The astonishing quarrels over 


. Federal and state food regulations 


and the use of benzoate of soda 
indicate one thing clearly at least 
—that there must be a lot of prof- 
ii in having food regulations made 
this way or that way. It is per- 
iectly natural for advertising men 
to lean toward the side which con- 
tains the most large and well- 
known advertisers of quality—the 
enemies of preservatives. It is 
logical to assume that the makers 
of food products like Heinz, 
Campbell, Franco-American, etc., 
who stand by their product and 
tell the public of their merit, are 
more likely to be trustworthy than 
the makers of goods who neither 
put their name on them nor ad- 
vertise them. 

The Pure Food Law has stopped 
cotton-seed oil from masquerading 
as olive oil; ordinary coffee as 
Mocha or Java, vinegar as cider 
vinegar, cane syrup as maple 
sugar, milk as evaporated cream, 
etc. This has been distinctly en- 
couraging to advertisers. There 
is plenty of reason to assume that 
not only the interests of advertis- 
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ing, but of the consumer, are fur- 
thered by careful food laws. 


Subcon- ps — about 
or the exp.ana- 
scious Ad- tion of an dhans 
vertising case of “swipe” 
recently, Printers’ INK found it 
claimed that one cause of the use 
of other peoples’ advertising de- 
signs is unconscious absorption of 
ideas. Advertising artists are fre- 
quently so closely in touch with 
what is being done by other ad- 
vertisers that they absorb layouts 
and ideas which may later crop up 
in what they believe to be an orig- 
inal idea, 

This excuse for what is a pretty 
general evil in the advertising 
business sounds very plausible, 
and possibly does explain some 
instances of “swiping.” Some of . 
those instances of alleged plagia- 
rism over which much fuss is made 
are really not stealing at all. If 
one advertiser shows a picture of 
a string of Marathon runners, that 
does not make every other adver- 
tiser who thereafter uses any pic- 
ture of runners a thief. 

But there is a very distinct dif- 
ference between a coincidental 
and unconscious use of another's 
idea, and a photographic reproduc- 
tion of it. The former is cer- 
tain to be materially different from 
the original, while the latter will 
show microscopic proof of theft. 
As an excuse, “unconscious pla- 
giarism” is clever, but apt to be 
argued when the evidence is the 
other way. 





That the Stand- 

A Standard ard Oil Company 
Oil is still something 

of a bugaboo to 

Bugaboo many people is 
evidenced by one 
of the latest scares concerning it. 


-A New York paper (with more 


sense of humor than of forebod- 
ing) took up a lively rumor that 
it had been discovered how to 
make butter from petroleum and 
that the irascible John D. was 
going to monopolize the butter 
market by a great advertising cam- 
paign in the interests of the new 
kind of butter. 

They take things pretty seri- 
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ously down at 26 Broadway, la- 
boriously scanning every line that 
is said about them in the news- 
papers; but this latest rumor act- 
ually made them laugh. “Oil is a 
wonderful product,” said a Stand- 
ard Oil man unofficially, “and 
chemical research of it has de- 
veloped many surprises, but what 
a tremendous stretch of imagina- 
tion between petroleum and butter, 
and what a faith in advertising it 
implies that any one should ever 
be able to make the public eat it!” 








Canadian It is_ inevitable 
Imitations of “4t the great and 
peculiar tempta- 


American (tion continuously 
Trade-marks before Canadians 
to imitate American trade-marked 
goods should secure victims. No- 
where in the world is so much 
spent to make a trade-mark fam- 
ous; and the nearness of Canada 
to American advertising cam- 
paigns must make some Canadians 
itch to appropriate reputations 
—especially when nothing is being 
done in Canada by the American 
owners to take the trade awaiting 
them. 

Several important cases have re- 
cently been decided, which as- 
sures American advertisers that 
the courts will protect an adver- 
tised reputation even in favor of a 
foreigner. In the Superior Court, 
Montreal, a short time ago, the 
Standard Sanitary Mfg. Co. had 
little trouble in convincing the 
court that the “Standard Ideal 
Company,” which had used the 
word “Standard” on bath tubs, 
etc., and had even imitated the 
green guarantee labels and adver- 
tising of the American company, 
shoulds be enjoined. Said the 
Court: 

I cannot do bt but that the manner in 
which the defendant has offered its 
goods to the public, advertised them— 
the similarity of the labels, similarity 
of combination in catalogue, the use of 
the word “Standard” were fitted to de- 
ceive the public, and are proved, in 
some instances, to have deceived the 
aa, 

It may be said that no person can, 
by any length of use, so make his 
own an expression which is the ordi- 
nary description of an article of trade 
to enable him to prevent another per- 
son from using that expression in con- 
nection with a similar article of trade 
sold by him. 
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Last week Printers’ INnx told of 
a similar suit, with a similar re- 
sult, in an American court, when 
the Victor Talking Machine Co, 
and the Columbia Phonograph Co, 
won their suit enjoining a Cana- 
dian imitator. Elsewhere in this 
week’s issue is told of a large 
laundry soap combine in western 
Canada which has “duplicated” 
the United States product, and is 
capturing the market. Probably 
if these defeated American laun- 
dry soap makers were stronger ad- 
vertisers, both here and in Can- 
ada, they could win. For it has 
been proved again and again that 
the public prefers the original to 
the imitated article. In the Stand- 
ard bath tub case, for instance, a 
number of architects were exam- 
ined and none of them had ever 
specified the imitation goods. Yet 
the sales for the imitation were 
growing in the city while the 
plaintiff's sales were diminishing. 
The architects could not be fooled 
—“Standard” advertising had done 
its work too well. 





For a long time 
The it has been 
Advertising doubted whether 


or not the adver- 
Convention tising club con- 


ventions were anything more seri- 
ous than a genial picnic. Stories 
of the good times enjoyed have 
not been accompanied with evi- 
dences enough of a practical at- 
tempt to study the very important 
business problems which advertis- 
ing always brings up. 

The character of the  pro- 
gramme at Louisville, this year, 
however, affords evidence that 
much is to be learned as well as 
enjoyed at the conventions. Such 
men as Frank Van Camp, Wm. 
Thompson, Hugh _ Chalmers, 
Ralph Estep and others are men 
of very practical and unusually 
progressive advertising knowledge, 
and they are not heard often. 
The opportunity to question such 
men is unusual, but not so un- 
usual as their willingness to an- 
swer questions. They set a strong 
example for some other advertis- 
ers who still adhere to the idea 
that you mustn’t tell anybody any- 
thing about your advertising. 
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To the General Advertiser 


ERTINENT Facts for the Consideration of Every 

General Advertiser, and Especially for those who 

contemplate Entering the New England Field, or 
of Extending their Present Plan of Publicity in this 
Section. REASONS WHY THE 


Pawtucket Times 


(RHODE ISLAND) 





rises in all essential features to the standard required by 
discerning advertisers. Why It Indisputably Makes Good. 
(1) The Times is the largest one-cent daily in New 
England. (12 to 20 pages, 8 cols. to page.) 
(2) It is notable as the One paper for two Cities, Paw- 
tucket and Central Falls, with a combined population of 


70,000. 

(3) The TIMES’ actual circulation exceeds 19,000 daily, 
96 per cent. of which is delivered into the homes of its 
readers. 

(4) The TIMES’ field, representing a population of 
130,000, is most important, embraces the cities of Paw- 
tucket and Central Falls, the towns of Lincoln and 
Cumberland in Rhode Island, besides many thriving towns 
and villages in Massachusetts. 

(5) This section of New England is a vast network of 
manufacturing interests, the range and extent of its in- 
dustries placing it in the very first rank. The operatives 
of this region are skilled and well paid and economic 
conditions are rarely disturbed by labor troubles. An 
era of great industrial prosperity is already at hand. 

(6) The TIMES issues a special edition for the Attle- 
boros, Mass. 

(7) So thoroughly does the TIMES cover its field that 
no paper or combination of papers can be considered as 
factors of value in competing with it. 

(8) The list of Providence ‘advertisers who use the 
TIMES regularly is convincing proof that the paper is 
absolutely indispensable to advertisers in that city. Surely 
a safeguard to foreign advertisers who wish to reach its 
important territory. 


ABOUT PAWTUCKET 


The population of Pawtucket is 50,000. 

Pawtucket has a wealth of industrial prosperity. 

There are over 12,000 wage earners. 

They will receive over $6,500,000 in wages in I9QIO. 

Pawtucket has nearly $11,000,000 in Savings Bank de- 
posits. 

There are 9,033 school children. 

There are 10,000 families in Pawtucket alone. 

Comprehensive Map of territory and detailed data on 
circulation furnished upon request. 
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ANY advertisers who are familiar with the supe. 
rior character of the work of our Art Depart. 
ment may be unaware that our Copy Department 


is in a position to offer a copy service of equal merit. 


We not only produce commercial copy for advertise- 
ments, circulars, booklets, catalogues, etc., but are excep- 
tionally equipped to plan and execute sales campaigns 


in the most effective and satisfactory manner. 


Those who wish to introduce new goods, or to largely 
increase sales in slow territory, or to devise new means 
and methods for interesting the trade or creating a de- 
mand by the consumer, will find this branch of our or- 


ganization of invaluable assistance. 


All matters pertaining to copy, from the preparation 
of a single advertisement to a comprehensive sales cam- 
paign, will be given careful thought and attention by copy 
specialists, whose abilities and training best fit them for 


the character of work required. 
Consultation, either by correspondence or in person, 


will prove interesting. 


ARTISTS—COPY WRITERS—ENGRAVERS—PRINTERS 
DAY AND NIGHT ART STAFFS 


THE ETHRIDGE COMPANY 
4} Union Square, New York City 


Telephones { “nae { Stuyvesant 
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COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 

















The original drawing of the il- 
lustration of this Cabinet Manu- 
facturing Company advertisement 
probably gave a very clear and 
satisfactory idea of the appear- 
ance of the device advertised. 
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i BATHS',"022 
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small one. Pen-and-ink treatment, 
and the line process of engrav- 
ing, are far better, as shown in 
No. 2. 


+ *  «* 
The death of Evangeline was 























There is no fault to be found 
with the scheme of the picture, 
but the manner of its execution is 
open to criticism. The printed re- 
sult was dim and unsatisfactory 
—no doubt due to the fact that 
wash and half-tone were used 
when a pen-and-ink drawing 
would obviously have produced a 
far more desirable result. 

When a picture is necessarily 
of a somewhat complicated char- 
acter, and when it is essential to 
show considerable detail in order 
to convey the desired information, 
it is not the best of judgment to 
make a wash drawing when the 
space the picture is to occupy is a 


No. 2. 


made a matter of record a good 
many years ago, and the poet 
Longfellow also passed hence at 
a far-distant date. The pigeons 





VISIT THE BEAUTIFUL 
LAND EVANGE: : 





BOSTON TO YARMOUTH 
HALIFAX =ST.JOHN 


T= highway of wevel from Boston to all points Martine 
Provinces ts via Yarmouth, Nova Scoua Daily Saves moc eee 
Whart (toot State ore "fore Gente onan) a, en baw 3. te 
Wm Comanisston, Gambia ontes ume ak nents die For alt 
Mntormanon. rates, folders, toursvex... particularly ihustreted booklets, * Sum. 
mer Homes in Nove Scone” and “Vacation Deys in Nove Scotia” write to 





oem oseete. J.P. MASTERS, New England Supt 


Mibtoabratonx LOMO WHARF BOSTON, wASS 
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and apples of Nova Scotia are 
probably no more attractive and 
delightful than those of other 
places, and the steamer “Prince 
George” does not present any 
points of peculiar fascination. 








Don’t Let Your 
Wife Shovel Coal 


when youre away during 
the day. Noneed toshovel 
coal more than once a day in 
ordinary weather (twice in 
severe) if you have a 


Spencer 


team or Hot Water 
Heater 


Has the only 
practical maga- 
zine feed (water 
Jjacketed)~— auto- 
matic regulation 
quickest steaming device 
known—and other advan 
tages proven by 20 years’ 
success, 

Only heater ‘using No, 1 
Buckwheat coal (costs about 
half as much as Feg, Stove 
and ChestnutY. Burns the smallest and cheapest coal, 
and usually /ess (never more) than others, 






Q 







You can't afford to 
without first 


Get our free heating book. 
install mew heating equipment 
seeing this book. 

SPENCER HEATER CO, 

600 Commonwealth Building, 
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SCRANTON; PA. 
=. 


These things being true, the .rathe 
strange mixture used in the illus- 
tration of this transportation ad- 
vertisement can hardly be called 
good advertising. No doubt the 
route to Nova Scotia and the 
things which may be seen there are 
beautiful and interesting enough 
to form the subjects of excellent 
advertising matter, and might be 
employed for that purpose to ex- 
cellent advantage. 
% x # 





No man, unless he is a perfect 
brute, would feel disposed to make 
a coal heaver of the wife of his 
bosom. Perhaps, though, there 
are some men who, if a course in 
shoveling coal would make the 
madam as trim and attractive as 
the lady in this Spencer Heater 
advertisement, would insist upon 
the coal-shoveling act as a regular 
daily exercise. Shoveling coal does 
not make women look -like the 
figure in this picture. If the illus- 
tration showed a tired, perspiring, 
bedraggled and dishevelled wom- 
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an, the force of the 


; argument 
would be considerably stronger, 
eS oe 


It is beyond dispute that the 
picture of a woman is the most 
fit and appropriate illustration for 
an advertisement on the subject 
of face powder or any kindred 
article. The efficiency of a picture 
depends, however, upon its. char- 
acter, and it would be saying too 
much to claim that such an illus- 
tration as is used in this “NA- 
DINE” newspaper advertisement 
will do very much toward selling 
the goods. Opinions might differ 
as to the beauty of the woman in 
this little picture, but most peogle 
would be inclined to say that if 
she is in the habit of using “NA- 
DINE” Face Powder it would be 
a good idea for her to switch to 
something else. Of course, it is 


Keep The Complexion Beautiful 
Nadine Face Powder 


(12 Green Boxes Oniy ) 
Produces a-soft, velvety 
appearance so much ad- 
mired, and remains until 
washed off. Purified by 
a new process. Will not 
clog the pores. Harmless 
as water. Prevents return 
of discolorations. White, 
Flesh, Pink, Brunette, 
By leading Toligt Counters 
Or Mail. Price 50 coam, 
MONEY BACK if Not Eittirely Pleased 
Prepared hy NATIONAL TOILET CO., Paris, Tenn. 


Sold by Hegeman, Riker. Caswell-Massey Cv. 
and bigh class toilet counters, 





not possible to give an impres- 
sion of dazzling and overpowering 
beauty in a little newspaper pic- 
ture, but it is possible to do much 
better than this—not only possible, 
but worth while. 


a 2. 


Gaston Gudé has sold out his interest 
in the Gudé-Boyer Company, advertis- 
ing agents, Chicago. The name Gudé 
will be withdrawn from the firm name. 


The R. C, Campbell Company has re- 
cently been incorporated to engage in 
the agency business, as a representative 
of the Associated Billposters. It is 
equipping offices to design and make 
posters for commercial and amusement 
lines. Charles Bernard, prominent 
among billposters for many years, 1S 
secretary of the company. 
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Advertising Your 
Trade Mark 





SAMOSET CHOCOLATES CoO. 
60 Commerce St. 
Makers of Fine CHocoLateEs 
New York Office, 41 Union Sq. 


Boston, Aug. 10, 1909. 
Boston Sculpture Co., 
Melrose, Mass. 

Gentlemen:—We take pleasure 
in informing you that the plaster 
cast reproduction of our trade 
mark which you made for us 
some time ago has been a very 
fine advertisement for us. 
all the many advertising signs 
which we have put out from time 
to time we have never had one 
that has been more called for by 
our dealers than this, From an 
artistic standpoint we consider it 
unsurpassed, and we are very 
sure that we shall be obliged to 
order more very shortly. 

We are, 

Very truly yours, 

SAMOSET CHOCOLATES CoO. 

(Signed) A. T. Haskell, Pres. 


This letter shows how effective a 
plaster cast of your trade-mark is in 
reaching the trade. . 

We are prepared to make faithful 
reproductions in plaster of your trade- 
mark or of such goods as are desirable 
for reproduction, or of novelties of 
any description that may be advan- 
tageously used to interest the trade in 
your goods as well as to give the trade 
something that will make an attractive 
display for you and the dealer, either 
on the wall, behind his counter, on the 
show case, or in the show window. 


Address for further particulars and catalog 


Boston Sculpture Company 
38 Green St., Melrose, Mass. 
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CAN YOU USE A GOOD 
ADVERTISING MAN? 


For over 15 years I have han- 
dled the advertising of (and 
written the copy for) many of the 
biggest and best-known advertis- 
ers in the United States (in Chi- 
cago and elsewhere). 

My experience covers commod- 
ities and business propositions of 
all classes—I possess _ practical 
knowledge of all trades and pro- 
fessions associated with publicity 
—and I am a getter of business, 
by all known methods. 

I have had several years’ ad- 
vertising agency experience (as 
solicitor, and as head of copy de- 
partments)—and am at present at 
the head of one of the best-known 
high-grade “copy” agencies in the 


United States — also handling 
“placing.” 
I now control a_ personal 


clientele in four States that would 
net me $15,000 next year if I had 
the capital to swing my business 
for the next few months—but I 
haven't. 

I also have complete equip- 
ments, established offices and 
working forces, at two well-known 
points—and can show plenty of 
good rich “pay-dirt” to any pro- 
gressive advertising agency that 
will consider backing me in pres- 
ent business. 

Or I will associate with any 
large advertising agency that will 
give me a fair, square deal—and 
can probably make myself worth 
more money than has so far ac- 
tually been paid to any one man by 
an advertising agency. This I am 
prepared to demonstrate—at my 
own expense, outside of a reason- 
able drawing account. 

Or, I will assume the advertis- 
ing managership of any one manu- 
facturing concern big enough to 
consider employing one of the 
best-known men in the advertis- 
ing field—a man who can show 
results secured in hundreds of 
varied business enterprises. 

I am looking for quick action— 
and if you are interested, address 


ADVERTISING MANAGER 


General Delivery, Battle Creek, 
Michigan 
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Business Going Out | 











J. Walter Thompson Company, New 
York, is placing orders for two inches, 
e. 0. d. for two months, for the Michi- 
gan Gas Mantle Company, of Detroit. 





W. W. Sharne & Co., New York, are 
putting out some small classified busi- 
ness for C. Hull, 202 Franklin street, 
New York City. 





The Askin & Marine Company, Roch- 
ester, N. Y., through L. C, Bartlett, 
of the same city, is sending out con- 
tracts for 7,000 lines to papers in the 
South and Southwest. 


= oe 


The A. J. Tower Company, Boston, 
is using two and one-half inches, for 
126 weeks, through the Barber Agency, 
of Boston. The business is for Tower’s 
“Slickers.” Southern papers make up 
the list. 





The Frank Presbrey Company, New 
York, is using magazines and weeklies 
for the Southern Pacific Railway. Copy 
measures about 1,200 lines, 


The Boston News Bureau is sending 
out two-time orders for 1,000 lines for 
the Alvarado Consolidated Mines. 





The Home Extract Company, of Chi- 
cago, is placing, through the Lee 
Agency, of the same city, forty lines, 
thirteen times, in the Southwestern and 
Pacific Coast weeklies. 


J. L. Stack, Chicago, is sending out 
contracts amounting to 5,000 lines to 
Douthern papers, for Wm. Wrigley, Jr. 


The Sloan  Liniment Company, 
through Wetherald, of Boston, is using 
208 inches in twenty weeks in Southern 
papers, 


The Sterling Remedy Company is 
sending out orders to Southern papers 
direct for 312 inches. 





Chas. H. Fuller, Chicago, is using 
10,000 lines in sixteen months in the 
South, for the Knowlton Company, 
“Danderine.” 

_ The United Drug Company, Boston, 
is sending orders direct to Pacific Coast 
papers for 10,000 lines, 

The Chalmers-Detroit Motor Car 
Company is using 5,000 lines in the 
East and West through Lord & Thomas, 
of Chicago, 





The Gordon-Ferguson Company, St. 
Paul, Minn., is putting out 3,000 lines 
on the Pacific Coast through the Cor- 
ning Agency, also of St. Paul. 


The Emergency Laboratory, New 
York, through the National Advertisers 
Advertising Agency, New York, is send- 
ing out 5,000-line contracts in the South 
and on the Pacific Coast, 





The Illinois Pure Aluminum Com. 
pany, Chicago, is sending out sixty 
inches through the Mahin Agency. 





Wood, Putnam & Wood, Boston, are 
now putting out orders and copy for 
six lines, thirteen times, in the West 
and East. The business is for Mac- 
Lean & Black. 





F. J. Kellogg, through Fuller, of 
Chicago, is making contracts with 
Pacific Coast papers for 10,000 lines, 
to be used in sixteen months. 


So 


BOSTON ITEMS. 








The Vacuum’ Specialty Company, 
handling a line of Hotakold bottles, 
will do a little magazine advertising 
later in the fall. Only a few mediums 
will be used to reach the poorer classes 
who do not know their products. 





The Massachusetts Correspondence 
Schools are sending out orders for two- 
inch space to New England dailies. 
They are advertising their Civil Service 
courses to fit pupil for fall examina- 
tions, and will advertise for six weeks. 





The modern Systems School is send- 
ing out orders to several of the high- 
grade weekly magazines advertising 
tueir new cost systems. Orders for 
half a dozen insertions will be given to 
Seneca that pay. Ten to fourteen- 
ine copy is being used. > 





The advertising of C. G. Cleminshaw, 
Trov, N. Y., is being placed through 
Wood, Putnam & Wood. Fifty-six line 
copy is being used, and one-time orders 
are going out. 





The Dr. Tuttle Elixir vg is 
sending out large copy through Wood 
Putnam & Wood to run in daily and 
ae papers during the country 
airs. 





ane Goulston Agency is planning a 
very extensive campaign for the Oyster 
Carrier Company. r. Goulston is at 
work on large size copy which is to be 
placed in the leading newspapers over 
the country. 





The advertising of the Lawrenceburg 
Roller Mills Company bas gone back 
to the Spafford Agency. r, Foster 
is sending out renewals to several New 
England napers for nine-inch space to 
run every other day for a year, 
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Safford & Saunders, who are located 
in the Chamber of Commerce Bldg., are 
sending out orders direct for three-inch 
double-column copy on the advertising 
of Niagara Falls Flour. They are cover- 
ing the New England territory for the 
Charles Hayward Company, who is 
wholesale agent. a 


The J. W. Barber Agency has moved 
from its old quarters in the Penn 
Mutual Bldg., and is now located at 
958 Washington street, where it has 
much greater floor space in which to 
handle its growing business. 


« 

Cc. S. Pratt, known as “Strawberry” 
Pratt, of Reading, Mass., is sending out 
orders through Wood, Putnam & Wood, 
Small space is being taken in agricul- 
tural papers and high-grade garden 
magazines advertising his strawberry 
plants. 

The James T. Wetherald Agency is 
sending out renewal orders for the ad- 
yertising of Vinol and Sloan’s Liniment. 
Contracts call for 208 inches to be taken 
within one year. 





McLean Black Company is sending 
out six-time orders to the classified maga- 
zines through Wood, Putnam & Wood. 
It is using six-inch space, and is offering 
agents special inducements to repre- 
sent it. 





The C. Brewer Smith Agency is send- 
ing out orders for six-inch double-col- 
umn copy on the advertising of Tudor 
Tea. This is a special brand which is 
handled by Alexander B. Hill & Co. 
Only one or two newspapers have been 
used, hut more will be added later on. 


Edward D. Kollock, 6 Beacon street, 
is offering New England dailies the ad- 
vertising of the Hotel Nottingham. 
Mediums in the larger cities are to be 
used where the publisher is willing to 
pay a cash commission. 

ee a ey 


ST. LOUIS—KANSAS CITY NOTES. 


_ H.W. Kastor & Sons’ St. Louis office 
is sending out orders to a list of metro- 
politan Sunday dailies and weekly edi- 
tions of dailies in the South for the 
Kellerstrass Distilline Company, same 
city, advertising mail-order whiskey, 
Two hundred and thirty-seven-line dis- 
play copy is being used. 


_ The East St. Louis-New Athens Brew- 
ing Company, of East St. Louis, IIL, 
kas inaugurated a campaign in metro- 
poiitan Sunday newspapers in the South 
to create a demand for “Egyptian Malt 
Extract.” One’ hundred-line display 
copy is being used. Orders are going 
cut through Nelson Chesman & Co.’s St. 
Louis office. 


The St. Joseph Supply Company, St. 
Joseph, Mo., is using a large list of 
weekly editions of dailies published in 
the Middle West for advertising mail- 
order whiskey. H. W. Kastor & Sons’ 
Kansas City office is sending out orders 
= copy for 100-line display to run till 
orbid. 
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The Gardner Advertising Company, 
St. Louis, is placing orders in daily 
newspapers and weekly editions of 
dailies in the Southern states for the 
St. Louis-Southwestern Railway, ‘“Cot- 
ton Belt Route.” Orders are going out 
for 112-line display copy to run till 
forbid. 





The publicity movement under the 
direction of the Chamber of Commerce 
will begin advertising San Antonio, 
.ex., with the October issues of na- 
tional magazines. High-grade women’s 
publications, a few of the popular maga- 
zines and special class cubiications will 
be used to attract tourists, settlers and 
factory owners. Orders will shortly go 
out through the St. Louis office of Nel- 
son Chesman & Co. 


H. W. Kastor & Sons’ St. Louis office 
is sending out new schedule of copy for 
the Huttig Manufacturing Company, 
Muscatine, I[a., auvertising ‘‘Green Flag” 
roofing. One hundred-line display copy 
begins with September issues of the 
leading agricultural papers. 





F. A. Gray Advertising Company, 
Kansas City, is sending out copy and 
orders for October magazines Por the 
National Salesmen’s Training Associa- 
tion, same city. 





Chas. H. Fuller’s St. Louis office is 
sending out orders for September maga- 
zines for . W. Menges, peecirom 8 
pines. Fourteen-line display copy is be- 
ing used, 





The Mountain Grove Distilling Com- 
pany, St. Louis, Mo., is using a list of 
Southern newspapers for advertising 
whiskey. The St, Louis office of Chas. 
H, Fuller is placing orders for 100-line 
display copy. 





F. Heibel, St. Louis, Mo., is using a 
select list of magazines to advertise post- 
card cameras. Copy and orders for 
twenty-eight lines display are being 
placed through H. W. Kastor & Sons 
St. Louis office. 


++ 


CHICAGO NOTES. 





Long-Critchfield Corp. has secured the 
American Radiator account. It is mak- 
ing up a list for fall and winter ad- 
vertising. 


Carter Car Company, Pontiac, Mich., 
is placing auto advertising through the 
P. e Campbell Company of Detroit. 
Farm papers are to be used. 


Williams & Cunnyngham, Heyworth 
Bldg., are sending out to a large list 
of small dailies and weeklies copy for 
Quaker Oats to run twelve times. 


The I. Robert Blackburn Adv. 
Agency, Dayton, O., are sending out 
renewals for the Prescription Products 
Company to daily papers. 

Chas, H. Fuller Agency is renewing 
expired contracts for the Knowlton 
Danderine Company. 
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Classified Advertisements 











ess than one dollar. 





Classified advertisements in ‘Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. 
be deducted if payment accompanies copy and order for insertion and ten 
ed cent on yearly contract paid wholly in advance. 


Five per cent discount may 


No order accepted for 

















ADVERTISING AGENCIES 


COIN CARRIERS 





ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 
H W KASTOR & SUNS ADVERTISING 
¢ CO, Laclede Building, St. Louis, Mo. 
LBERT FRANK & CO., 26 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the worid. 
DVERTISING PLACED IN ALL NEWS- 
PAPERS, MAGAZINES AND TRADE 
PAPERS AT LOWEST RATES. NO AC- 
COUNT TOO SMALL. ASK FOR FREE 
ESTIMATE OR PLAN FOR CAMPAIGN. 
KLINE ADV. AGENCY, RIDGWAY, PA. 














Financial Advertising is being placed in 


CUBA AND JAMAICA 
for the American Security Contract 
Co., of Philadelphia by the 
BEERS ADVERTISING AGENCY 
OF HAVANA, CUBA 


New York Office: 66 Beaver Street, Room 801 
Gro. W. Dyer, Representative 

















ADVERTISING MEDIA 


HE Ladies’ Home Journal, is the greatest 
advertising medium in the worl 
tikk Saturday Evening Post covers every State 
and Territory. 
THE BLACK Chicago-New York-Pittsburg, for 
20 years the coal trades’ leading 
DIAMOND journal, Write for rates. 
HE Souta Dakota Farmer, Sioux Falls, 5. D., 
best Mail Order Medium. ‘The only weekly 
farm paper in the state, 

















HE circuiation ot the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day 








AD WRITERS 


For Poor Business 
W. D. KEMPTON, Glen Bldg 


use my 
apt ads. 
, Cincinnati, O. 





BILLPOSTING AND DISTRIBUTING 


UR NATIONAL SOLICITING DEPART- 

MENT can furnish estimate for a billposting 
campaign to cover any city, state, or section of 
country. First-class service at Association 
rates, under Association guarantee and with full 
co-operation of every billposter with the Adver- 
tiser in producing the best possible results, is 
the one great advantage of placing billposting 
orders exclusively with our agency. R. C. 
CAMPBELL CO., Rector Building, Chicago 








GET THE CASH 


with the subscription order, 
Also used with Want ad 
dept 1,000 any Printing, 
$3.25 ; 6,000 any Printing, 
™ $10. 00. Samples free. WE- 

= TROIT COIN WRAPIVER 
dey 4 john } R Street, Detroit, Mich. 


THe LEONARD 








ENGRAVING 





ERFECT “ie gor lcol.. $1; larger 
10c. per in. yo UNGSTOWN ARC 
ENGRAVING co. Wacmaaien n, Ohio 





ITAB ENGRAVING CO. (Inc.), “401 1 Latay- 
ette St., New York, makers of haif-tone, 
color, line plates. Prompt and careful service. 
Illustrating, TELEPHONE: 1664 SPRING. 





ESIGNS AND ENGRAVINGS in one or 

more colors for catalogues. Advertising dis- 
play, Hangers, Booklets or other Commercial 
needs. GATCHEL & MANNING (Est. 1889), 
Philadelphia. 








ELECTROTYYES 


Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches aday. Write for prices and sample of 
patent Holdfast interchangeable base. 


ELECTROTYPE COMPANY, Advertis- 


RAPID ers’ Block, Cincinnati 0 




















HELP WANTED 





ANAGING EDITOR, city editor, must be 

men with metropolitan experience, after- 
noon paper in growing town, 50,000 in Central 
West—send references to save delay. Address 
*O. C.,” care Printers’ Ink. 





ECOGNIZED AGENCY wishes to «pen 

branch office in New York, also Midale 
West, wants successful solicitor who can com- 
mand. one or more large advertisers’ appropri- 
ation, and manage office. Address ‘‘ ADVER- 
TISING AGENCY," care Printers’ Ink. 





REE REGISTRATION is offered for limited 

period to reporters requiring not over §18a 
week and Linotype Operators (4500 minion), not 
over $22. Good positions open. Booklet sent 
freee FERNALD’'S NEWSPAPER MEN'S 
EXCHANGE, Springfield, Mass. 




















WANTED 


Partner in Advertising 
Agency 


Must be thoroughly experi- 
enced in details of agency 
work— 
—A good hard plugger, 
—Enthusiastic and ambi- 
tious, 
—with broad-gauge ideas, 
—Under forty, 
—and Who has some 
Money. 
I want such a man, with 
right credentials, to join me 
as equal partner. Strong 
connections and fine pros- 
pects for business. I’m 35, 
have had present connec- 
tions ten years, and want a 
young man of same kind to 
tie up with me. “A. L. R.,” 
care PRINTERS’ INK. 














Advertisement Writer 





Wanted 


A leading agency 
has an opening in its 
Copy Department 
for a capable man 
who is experienced 
in agency work. Ap- 
ply at once by letter, 
stating age and past 
Or present business 
connections, ete, Ad- 
dress “A. W.,” care 
PRINTERS’ INK. 
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WANTED—An exclusive agent in every city 
to sell Transo (transparent face) envelopes, 
on a commission basis. Every business housea 
possible customer. Excellent proposition for men 
with selling ability. Samples and complete in- 
formation on request. TRANSO PAPER CO., 
Chicago. 
DVERTISING MAN.—Good salary for an 
Experienced Mail Order Advertising Man 
and Correspondent, who knows how to sell goods 
to merchants. A man whocan prepare catalegues 
and original matter that will bring in orders. 
Apply by letter stating age, experience and 
salary expected. ). S. SHIELDS & CO., 596 
Broadway, New York. 








MAN IS WANTED who knows how to 

write real copy, BY AN AGENCY that 
has more business than people, Adefts only 
need apply. Samples of work that has been 
published must be submitted with the applica- 
tion. ‘This is not an offer of a salaried position. 
Copy will be paid for by the piece at agreed 
upon rates. The work is not inconsistent with 
other employment. Applications received in 
strict confidence. Address ‘*BOX No, 97," 
care Printers’ Ink, 








MISCELLANEOUS WANTS 


OUNG MEN AND WOMEN of apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West Slst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PrinTERS’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 





$25 20 
Per We ek [ 


IF YOU EARN LESS, I can help 
Inerease your Salary or Income 
by teaching you how to plan and write 
scientific advertising and business corre- 
spondence, for the purpose of filling asal- 
aried position, or establishing your own 
office. The only correspondence course 
heartily endorsed by the great experts 
and publishers. Let me mail my beauti- 
ful Prospectus. 

George H. Powell, 1812 Metro- 
politan Annex, New York City 





















PATENTS 
PATENTS that, PROTECT 


Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 


























POSITIONS WANTED 





OUNG MAN (21) desires a start inthe ad- 

vertising field. Personally instructed by 
George Frank Lord; understands bookkeeping 
and typewriting. Salary minor consideration. 
GROSS, 155 East 38th St., New York. 





OLLEGE graduate (29) having seven years 
business experience, two in advertising field, 
wishes position as assistant to advertising man- 
ager in large or growing manufacturing concein. 
At present representing advertising department 
N.Y. publication. Address “H, R.” care P. |. 
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DVERTISING MAN wants place with con- 

cern that needs a young man, experienced 
in technical publicity, as advertising manager. 
Understands trade paper and magazine adver- 
tising, knows how to get out live house organ 
and sales literature. and is familiar with general 
sales promotion work. ‘F.C.1.,’’ Printers’ Ink. 





EPRESENTATIVE.—I want torepresent in 
Philadelphia an Al trade or class publica- 
ton. Experienced; reliable; a hustler; good 
record. References. Commission with drawing 
account. Address ‘*REPRESENTATIVE,” 420 
Drexel Building, Philadelphia. 


Would This Experience and 
Record Be of Value to 


Your Business 

was for three years in credit department of 

a well-known wholesale house. Was man- 
ager of a book publishing house doing a business 
of $180,000 per year and successfully conducted 
the sales for three years, As sales manager of 
a large factory have increased the sales in one 
department 250 per cent in three months. My 
letters to branch managers and salesmen are 
favorably known from coast to coast. They 
bring results. Am now advertising manager of 
a largeconcern inthe Middle West. Am writing 
copy that pulls and letters that close sales, and 
also installing and conducting follow-up systems 
which sift every possible order from inquiries. 
The house organ which I conduct inthe interests 
of the business has become recognized as a real 
trade journal. All this experience, together 
with extensive travel at home and abroad, fits 
me to direct the activities of a modern business 
enterprise. I desire to make a change for the 
simple reason that I am surrounded by uncon- 
genial people in a dead town. I am looking for 
both a present and a future. Am 382 years old. 
If you need these qualifications in your business 
let us get together. BOX 692, Printers’ Ink. 


Any One 


desiring an _ advertising 
man with experience on 
high-class publication ; thor- 
oughly familiar with agency 
accounts in New York City; 
please communicate. 











Desire for broader field 
accountable for change. 

A persistent worker, good 
address and appearance, 
not too smart to be taught, 
but a willing, hard worker. 

Can furnish good refer- 
ence as to character and 
ability. Am willing to take 
future into consideration in 
determining salary. “AM- 
BITIOUS,” care of Print- 
ERS’ INK. 











PRESS CLIPPINGS 





M4 NHATTAN Press Clipping Bureay 

Arthur Cassot, Prop., supplies the best 
service of clippings from all papers, on any 
trade and industry. Write for terins, 334 Fifi 
Ave., New York City. 





PRINTING 





ss ced share with us the economy of our loca. 
tion, Our facilities insure perfect work, 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOUL. 
TON PRESS, drawer 98, Cuba, N.Y. 








ENERAL PRINTING, CATALOGUE and 
BOOKLET WORK. — Unusual facilitics 
Jor large orders—monotype and Linotype ma- 
chines—large hand composing room, four- 
color rotary, cylinder, perfecting, job and 
embossing presses, etc. Original ideas, good 
workmanship, economy, promptness, Op- 
portunity to estimate solicited. 

WINTHROP PRESS, 419 Lafayette St., N.Y. 








PUBLISHING BUSINESS OPPORTUNITIES 


A BIG JOB 


is now open to a man who 


is primarily an executive. 
He ought to be familiar 
with the publishing _ busi- 
ness and have $50,000 to 
invest in order to get con- 
trol of the business. The 
well established. Il] health 
makes this opening at a sac- 
rifice price possible. Prin- 
cipals only. 


HARRIS-DIBBLE COMPANY 
Publishing Properties, 
253 BROADWAY NEW YORK 





PRINTERS’ INK at $5 for three 
years’ subscription is the greatest 
proposition in the world for live ad- 





vertisers, 
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A Roll of Honor 








having the requisite qualification. 


enter this list. 





Advertisements under this caption are accepted from publishers who 
have sent Printers’ Inx a detailed statement showing the total number of 
perfect copies printed for every issue for one year. These statements are 
on file and will be shown to any advertiser. Printers’ Inx’s Roll of Henor 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 

No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 


Printers’ Inx’s Guarantee Star means that the publishers’ 
statement of circulation in the following pages, used in connec- 
tion with the Star, is guaranteed to be absolutely correct by 

Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 

















ALABAMA 


Anniston, Evening Star. Quantity and quality 
circuiation; leading want ad. medium. 


Birmingham, Ledger, dy. Average for 1908, 
19,270. Best advertising medium in Alabama. 


Montgomery, Journal, dy. Aver. 1908, 9,733, 
The afternoon home newspaper of its city. 


ARIZONA 
Phoenix, Repudlican. Daily aver. 1908, 6,561. 


Leonard & Lewis, N. Y. RKeps., Tribune Bldg. 


COLORADO 
Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
veror Colorado. Average cir., 1908, 58,467. 
{a This absolute correctness of the latest cir- 
culation rating accorded the Den- 
ver Post is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 


CONNECTICUT 


Bridgeport, Morning Telegram, daily 
average for July, 1909, sworn, 12,887. 
You can cover Bridgeport by using 
Telegramonly. Rate 1c. per line flat, 


Meriden, Journal, evening. Actual average 
for 1907, 1,743; average for 1908, 7,726. 


Meriden, Morning Record and Republican. 
Daily aver. 1906, 7,672; 1907, 7,769; 1908, 7,729. 


New Haven, Evening Register, daily. Annual 
Sworn average for 1908, 15,864; Sunday, 12,667. 
First 6 months, 1909, 17,080 copies daily (sworn). 





New Haven, Union. Average 1908, 16,326; 
E. Katz, Special Agent, N. Y. 


New London, Day. ev'g. Aver. 1906, 6,104; 
average for 1907, 6,647; for 1908, 6,739. 





Norwalk, Evening Hour. Average circulation 
exceeds 3,460. Sworn statement furnished. 


Waterbury, Republican. Average for 1908, 
Daily, 6,325; Sunday, 6,243, 


DISTRICT OF COLUMBIA 


Washington, Evening Star, daily and Sunday. 
Daily average for 1908, 36,762 (@ ©). 


FLORIDA 


Jacksonville, Metropolis. Dy. av. 1st 6 mos., 
1909, 12,907. E. Katz, Special Agent, N. Y. 


Jacksonville, 7imes-(/nion. June dy 17,742; Sun 
19,839. Benjamin Kentnor Co., N.Y. Chi. Sp. A. 


GEORGIA 


La Fayette, Afessenger. Weekly. Average 
circulation, 1908, 2,541. 


ILLINOIS 


Belvidere, Daily Republican entitled to Roll 
of Honor distinction. Need more be said? 


Chicago, Breeder's Gazette, weekly. $2. Aver. 
age for first 6 months, 1909, 77,721. 
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Chicago, Dental Review, monthly. Actual 
average for 1907, 4,018; for ane See A 4,097. 


te tte or He 


Chicago Examiner, average 
1908, Sunday 602,377, Daily 
165,407, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city circulation, 
including carrier home deliv- 
ery, than all the other Chicago 
morning newspapers COM- 


NED 
The Su nday Examiner 
SELLS more newspapers 
every Sunday than all the 
other C hicago Sunday news- 
papers PRINT. 

G2 The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 


tee tek 


Chicago, Record-Herald. Average 1908, daily 
net paid exceeding, 141,000; Sunday net paid 
exceeding, 197,000. It is not disputed that 
the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

G6 The absolute correctness of the latest cir- 
culation rating accorded the 
—— re ng is guaranteed by 
the publishers of Roweill’s Ameri- 
CQAR ican Newspaper Directory, who 
aa ae) will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy, 


soueess 


Joliet, Herald, evening and Sunday morning. 
Average for 1908, 6,808. 


Libertyville, Business Philosopher, mo. ; mer- 
cantile. Av. 1908, 16,608. A. F. Sheldon, Ed. 


Peoria, Lvening Star. Circulation for 1908, 
20,911. ’ 

Sterling, Evening Gazette, average circulation 
for 1908, 4,409 First six months, 1909, 4,963. 


INDIANA 
Evansville, oe News. Average, 18,183. 
N.Y 


Sundays over 18,000. . Mate, S.A, 


Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average, 26,112 


Princeton, Clarion-News, daily and weekly. 
Daily average, 1,677; weekly, 2,641. 


South Bend, 7ridune. Sworn average July 
1909, 10,239. Best in Northern Indiana. 


IOWA 


Burlington, Hawk-Lye, daily. Average 1908, 
9,139. ‘All paid in advance. 

Davenport, 7imes. Daily aver. July, 16,835. 
Circulatior. in City or total guaranteed greater 
athan any other paper or no pay for space, 








Dubuque, 7imes-Fournal, morning and eve, 
Daily average, 1908, 12,664; Sunday, 14 » 731, 


Washington, Eve. Fournal, Only daily in 
county. 1,900 subscribers, All good people, 


KANSAS 
ae News. Daily 1907, 8,690; 1908, 
4,835. - Katz, Special Agent, N . 


KENTUCKY 
Harrodsburg, Democrat WW’. Av. '08, 3,379, 
Largest and best paper in c Pentral Kentucky; 


Lexington, Herald. D. av.,1908, 7,194. Sunday, 
8,255. Week day, 7, 006. Com. rates with Gazette, 


Lexington, hasten. 


Average for 1908, evening, 
6,445, Sunday 6,878 . 


alz 





Louisville, Zhe Times, evening daily, average 
for 1908 net paid 43,940. 


MAINE 

Augusta Comfort, monthly. W “ aac. 
publisher. Actuai average, 1,294.4 

Augusta, Kennebec Jour nal, ae average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. A\ erage for 1908, daily 
10,070; weekly, 28,727. 

Phillips, Maine Woods and Maine Sportsman, 
weekly. J.W. Brackett Co. Aver. for 1908, 7,977, 

Portland, Evening Express. Average for 1908, 
daily 14,451. Sunday 7elegram, 10,001. 





MARYLAND 
Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege, 
Baltimore, News, daily. News Publishing 
Company. Average 1908, 84,395. For July, 
1909, 81,652. 
The absolute correctness ob 
latest circulation rating accor 
CUAR the News is guaranteed by the 
TEED publishers of Rowell's American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully controverts its 
accuracy. 


MASSACHUSETTS 


Boston, Evening Transcript (OO). Voston’s 
teatable paper. L argest amc amount Ot week day ad. 


Ke w ew 


Boston, Globe. Average 1908, daily. 176,297; 
Sunday, 319,790. Largest circulation daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Globe printed a total of 22,450 col- 
ums, or 6,869,700 lines of advertising. ‘Thiswas 
7,445 more columns, or 2,443,225 more lines than 
pan a in any other Boston new spaper. 


KWH WH 


BOSTON TRAVELER 


Established 1825. 
Average circulation for June, 19c9 102,645. 
Gain over June, 1908, 17,027 
The character and distribution of its ciren- 
lation ensure results to advertisers. No 
questionable copy accepted. 
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ts [he Post 


JULY, 1909, Averages 
Boston Sunday Post 
251,506 


Gain of 16,753 Copies 
over July, 1908. 


Boston Daily Post 
284,674 


yain of 29,602 Copies 
over July, 1908 


Display Advertising 
in July, ’o9, in the Boston Post 
was 278,999 agate lines, which 
was 46,055 lines in excess of its 
nearest daily and Sunday Boston 
contemporary. 


Hyman Lite, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 


Clinton, Daily Item, net average circulation 
for 1908, 3,099. ms 
Fall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1908, 7,473. 


Lawrence, 7¢legram, evening, 1908 av. 8,949. 
Best paper and largest circulation in its field. 

Lynn, Evening Item. Daily sworn av. year 
1907, 16,522; 1908, average, 16,396. ‘I'wo cents. 
Lynn's family paper. Circulation far exceeds 
any Lynn paper in quantity or quality. 


Salem, Evening News. Actual daily average 
for 1908, 18,232 


Worcester, Gazette, eve. Aver. first 5 months, 
1909, 16,878; Largest evening circulation, 








Worcester, L'Opinion Publique, daily (OO). 
The only Gold Mark French daily in the U.S. 


MICHIGAN 
Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 
Jackson, Patriot, Average May, 1909, daily 
9,348, Sunday 10,205. Greatest net circulation 


Saginaw, Courier-Herald, daily. Only Sunday 
Paper; aver. for 1908, 14,830. Exam. by A.A.A. 


Saginaw, Evening News, daily. Average for 
1908, 19,886; July, 1909, 21,187. 
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MINNESOTA 


Duluth, Evening Herald. Daily average 
23,093. Largest by thousands. 





Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average for six months ending 
July 15, 1909, 100,166. 

The.absolute accuracy of Farm,, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
GUAR is practically confined to the far- 
N mers of Minnesota, the Dakotas, 
TEED Western Wisconsin and Northern 
lowa. Use it to reach sections 

most profitably. 


Minneapolis, Farmers’ Tribune, twice-a-week, 
W. J. Murphy, publisher. Aver. for 1908, 28,270. 


Minneapolis, Journal, Daily 
and Sunday (O©). In 1908 av- eo 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 172,419. 
Daily average circulation for 
July, 1909, evening only, 
70,161. Average Sunday circu- 
lation for July, 1909, 71,572. 
(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance. ‘The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper _ Directory. It 


goes into more homes than 
oe; .... eae 
any other paper in its field. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. ‘Turnblad, publisher, 1908, 53,341. 


CIRCULATI'N Minneapolis, Tribune, W. J. 
Murphy, publisher. Established 
1867. Oldest Minneapolis daily. 
The Sunday 7ribune average per 
issue for the year ending Decem- 
ber, 1908, was 68,300. The daily 
by Am. News- Tribune average per issue for 
paper Direc- the year ending December, 1908, 
tory. was 90,117. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1908, 1,095. Largest on Mississippi Coast. 


MISSOURI 


Joplin, Globe, daily. Average, 1908, 16,548. 
E. Katz, Special Agent, N. Y. 


St. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(OO),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1908, 104,708. 
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NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
142,390 for year ending Dec. 31, 1908. 


Lincoln, Freie Press, weekly. Average year 


ending Dec. 31, 1908, 142,440. 


NEW JERSEY 
Camden, Daily Couricr. Actual average for 
year ending December 31, 1908, 8,870. 


Jersey City, Evening Journal. Average for 
1908, 24,078. Last three months 1908, 26,021. 


Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 





Trenton, Evening Times. Av. 1906, 18,237 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409. 


NEW YORE 


Albany, Evening Fournal. Daily average for 
1908, 16,980. It’s the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1908, 52,286. 





Buffalo, Courier, morn. Average, Sunday, 91,- 
447, daily, 61,604; Enguirer, evening, 34,570. 


Buffalo, Evening News. Waily average for 
1906, 94,473; 1907, 94,843; 1908, 94,033. 


Gloversville and Johnstown, N. ¥. The Morn- 
ing Heraid. Daily average for 1908, 6,132. 








Mount Vernon, Argus, eve. Daily av. cir. 6 mos. 
ending June 30, 1909, 8,089. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1908, 
6,229. Circulates throughout Hudson 
Valley. Examin'd and certified byA.A.A. 


NEW YORE CITY 


Army and Navy Fournal. Est. 1863. Weekly 
average, 7 months ending July 31, 1909, 10,623. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 


Cigper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (@©). 


Leslie’s Weekly, 225 Fifth Avenue, Leslie- 
Judge Co, 191,640 guaranteed. 


The Tea and Coffee Traac Journal Average 
circulation for year ending Dec., 1908, 10,260 
Dec., 1908 issue, 10,000. 

The World. Actual average, Morning, 346,- 
4%. Evening, 406,172. Sunday, 483,335. 


Poughkeepsie, Star, evening. Daily average 
for first five months 1909, 4,827; May, 6,342. 


Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 








Schenectady, Gazette, daily. 
Actual Average for 1908, 16,760. 


A. N. Liecty, 





Syracuse, Evening Herald, daily. Herald Co 
pub. Aver, 1908, daily 34,067; Sunday, 40,951, 





Troy, Record. Average circulati 

ion 
1908, 20,402. Only paper in city which 
has permitted A.A. A, examination, and 
made public the report. 


Utica, National Electrical 


ontractor 
Average for 1908, 2,683. oe 





Utica, Press, daily. Otto A Meyer, publishe; 
Average for year ending Jan 1, 1909, 16,274, 


OHIO 


Ashtabula, Amerikan 
Actual average, 11,120. 


Sanomat Finnish, 


Cleveland, Ohio Farmer, Leads all farm 
papers in paying advertisers. 100,000. 





Cleveland, Plain Dealer. Est 1841. Act. daily 
and Sunday average 1908, 78,291, July, 1909 
85,497 daily; Sunday, 102,586. : : 


Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists of the Central States. 


Dayton ourmal. Act l av 
asa — ua average, 





Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult'! paper. ‘08, 463,716. 





Youngstown, Vindicator. D’y av., '08, 15,000; 
Sy., 10,400; LLaCoste & Maxwell,N. ¥.&Chicago, 


OKLAHOMA 
Muskogee, 7imes-Democrat. Average 1907, 
6,659; for 1908, 6,659. E. Katz, Agent, N.Y, 


Oklahoma City, 7he Oklahoman. 


1908 aver. 
26,955; July, 'o9, 31,166. ; ; 


E. Katz, Agent, N.Y, 


OREGON 

Portland, 7he Oregonian,(@@) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 
“ tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper. July NET PAID circulation, daily, 

39,326, Sunday average, 49,633. 


PENNSYLVANIA 
Chester, 7imes, ev'g d'y. Average 1908, 7,888. 
N. Y. office, 225 5th Ave. F. KR. Northrop, Mgr. 


Aver. for 1908, 18,487, 


Erie, 7imes, daily. 
July, 1909, 19,128. E. Katz, Special Agt., N.Y 


Harrisburg, Velegraph. Sworn aver- 
age July, 1909, 16,144. Largest paid 
circulation in Harrisburg or no pay. 
Shannon, N. Y.; Allen & Ward, Chicago. 


Johnstown, 7ribune. 
June, 1909, 12,674. 
paper in Johnstown, 





Average for 
Only evening 
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Philadelphia 
Bulletin 


“The name of ‘The Bulletin’ 
is a household word among the 
people of Philadelphia and its 
vicinity. 

“Its circulation now reaches 
far beyond the highest point ever 
attained by a daily newspaper in 
the State of Pennsylvania.” 


Net AVERAGE FOR JULY 


242,942 


Copies & Day 


“THE BULLETIN” circula- 
tion figures are net; all damaged, 
unsold, free and returned copies 
have been omitted. 


WILLIAM L. McLEAN, Pub. 











Philadelphia, 7ke Camera, is the only best 
photographic monthly. It brings results, 
Average for 1908, 6,825. 


Philadelphia, Confectioners’ Yournal, mo. 
Average 1907, 5,514: 1908, 5,517 (OO). 


Q0000000E000000000090000 


Only one agricultural paper in the United 
States—the FARM JOURNAL of Philadelphia 
—has been awarded all four of PRINTERS’ 
INK’S distinguishing marks—Roll of Honor, 
Guarantee Star, Sugar Bowl and Gold Mark 

). he FARM JOURNAL is in the Roll 
of Honor because it tells the truth about its cir- 
culation ; has the Star because it guarantees its 
circulation; received the Sugar Bowl because 
PRINTERS’ INK’S investigation proved it to 
be the dest agricultural paper; was awarded the 
Gold Marks because advertisers value it more 
for gnality than quantity. 


Philadelphia. The Press (QO) is 

Philadelphia’s Great Home News- 

paper. Besides the Guarantee 

GUAR Star, it has the Gold Marks and is 

trio onthe Roll of Honor—the three 

most desirable distinctions for 

any newspaper. Sworn average 

circulation of the daily Press for June, 1909, 
101,753; the Sunday Press, 169,976. 


Washington, Reforter and Observer, eve. and 
morn, dy. av., '08, 11.734. ‘I! hey cover the field, 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1908, 15,844. In its 35th year. 
CAR [daweadaun: Has Chester Co., 
TEED and vicinity for its field. Devoted 
to home news, hence is a home 
aper.. Chester County is second 
in the State in agricultural wealth. 


wat Dispatch and Daily. Average for 1908, 
471 
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RHODE ISLAND 


Pawtucket, Evening Times. Average circula- 

tion, 1908, 18,185 —sworn. 
Providence, Daily ¥ournal. Average 
for 1908, 20,210 (O@). Sunday, 25,861 
(OO). Evening Bulletin, 45,373 aver- 

age 1908 

Westerly, Daily Sun, George H. Utter, pub- 
Cireulates in Conn, and R.1. Aver. 6 mos., 5,066. 





SOUTH CAROLINA 


Charleston, Evening Post. Actual daily aver- 
age 1908, 4,888 


Columbia, State. Actual aver- 
age for first six months, 1909, 
daily (O@) 14,490, Sunday (OO) 
14,951. 


Spartanburg, Herald. Actual daily average 
circulation for 1908, 2,992 


TENNESSEE 
Knoxville, Journal and Tribune. 
Week-day av. year ending Dec. 31, 1908. 
15,885. Week-day av. November and 

December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, and Sun- 
day, average first 6 mos., 1909: Daily, 48,980; 
Sunday, 70.015. Smith & Budd, Representa- 
tives, New York and Chicago. 


Nashville, Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206; for 1908, 36,554. 


TEXAS 
El Paso, Herald, March aver. 10,002. Only 
El Paso paper examined by A. A, A. 


VERMONT 


Barre, 7imes, daily. F. E. Langley. Average 
for 1908, 4,775. Examined by A. A. A. 


Burlington, Free /ress. Daily average for 
1908, 8,603. Largest city and State circulation. 
Examined by Assuciation of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1908, 3,327 Only 
Montpelier paper examined ned by theA.A A 


Rutland, Heraid. “Ave erage, Wr 4, anes Only 
Rutland paper examined py A. A. A 


St. Albans. Messenger, daily. Average for 
1908, 3,182. Examined by A. A. A. 


VIRGINIA 


Danville, The Bee. Av. 1908,3,066; July, 1909, 
3,761. Largest circulation. Only evening paper. 


WASHINGTON 
Seattle, 7he Seattle Times (O@) 
is the metropolitan daily of Seattle 
and the Pacific Northwest. It 
el combines with its July ’o9, cir. of 
TEED 64,222 daily, 80,701 Sunday, rare 
quality. Itis agold mark paper 
of the first degree. Quality and 
quantity circulation means great productive value 
to the advertiser. In 1006-'07-’083 7imes beat its 
nearest competitor 6,997,466 lines. 


Tacome, Ledger. Average 1908, daily, 18,732. 
Sunday, 25,729. 


Tacoma, News. 
18,768. 


Average for year, 1908, 
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WISCONSIN 


Janesville, Gazette. Daily average, July, 
1909, daily, 4,899; semi-weekly, 1,800 





Madison, State Yournai, daily. Actual aver- 
age for 1908, 5,090. 


Milwaukee, Zvening Wisconsin, daily. Average 
for July, 1909, 40,907 (90). The.great Home 
Paper of Wisconsin. P 


4 Milwaukee, 7he Journal, ev2., 
ind daily. Daily average for 


GUA 12 mos., 57,609; for June, tgo9, 
AN 68,779; daily gain over June, 1908, 
TEEO 2,648. Over 50% of Milwaukee 

8 homes. Flat rate 7 cents per line. 
Carries largest amount of advertising of any 
paper in Milwaukee. 


Oshkosh, Northwestern, daily. Average for 
April, 1908, 9,348. Examined by A. A. A. 


Racine, Fournal, daily. Av. for 12 months 
ending May 1, 1909, 4,442; April, 4660. 


T WISCONSIN 
A 






GRICOLTORIST 


Racine, Wis., Established, 1877 
Actual weekly average for year 
ended June 30, 1009, 60,762. 
Larger circulation in Wisconsin 
than any other paper. Adv. 
$3.50 an inch. N. Y. Office. 
41 Park Row. W. C. Richardson, Mgr 








WYOMING 


Cheyenne, Tribune. Actual net average six 
months, 1908, daily, 4,877; semi-weekly, 4,420. 


BRITISH COLUMBIA 


Vancouver, Province, daily. Av. for 1908, 
15,922; July, 08, 16,244; July, ’oo, 18,651; H’ 
DeClerque, U.S. Repr., Chicago and New York, 


MANITOBA, CAN, 


Winnipeg, Free Press, daily and weekly. Ay. 
erage for 1908, daily, 37,095; daily July, 1909, 
41,475; weekly 1908, 27,4256; July 1900, 24,633, 


Winnipeg, Der Nordwesten. Canada's Ger- 
man newsp’r. Av. 1908, 17,645. Rates s6c. in, 


Winnipeg, Telegram, dy. av. for g mos. to Apl, 
» 09, 26,445. Weekly, same period, 29,510, 


QUEBEC, CAN, 


Montreal, La Presse. Actual average, 1908, 
daily 99,239, weekly 46,985. 











The Want-Ad Mediums 











requisite grade and class. 








This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums.’ A large volume of 
want business is a popular vote for the newspaper in which it appears. 
Advertisements under this heading are desired only from papers of the 











COLORADO 


WYANT advertisers get best results in Colo- 
rado Springs Evening Telegraph. 1c. a word. 


“THE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
THE Evening and Sunday Star, Washington. 
D. C. (O@), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 


ILLINOIS 
HE Champaign News is the leading Want 
ad. medium of Central Eastern Illinois. 


THE Chicago Examiner with its 660,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results Rates lowest per thousand inthe West. 


“N EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,"" says the Post-office 
Review, and thats why the Daily News is 
Chicago's “ want ad "’ directory. 





INDIANA 


THE INDIANAPOLIS STAR 


The Leading ‘‘Want Ad” 
medium of the State, publishes 
more paid classified advertising 
than any other paper in Indiana. 





RATE 
All Classifications One Cent Per Word. 
Only Sunday Paper in Indianapolis. 











MAINE 
TH Evening Express and Sunday Telegram 
carry more Want Ads than all other Portland 
papers combined. 


MARYLAND 
THE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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MASSACHUSETTS 
HE Boston Evening Transcript is the Great 
Resort Guide for New Englanders, They ex- 
pect to find all good places listed in its adver- 


dikes 


HE Boston Globe, daily and Sunday, for the 
E fend 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 


newspaper. 


WH KK WW 


MINNESOTA 


HE Minneapolis ournal, 
daily and Sunday, carries] O© 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
Cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
July, 1909, amounted to 169,176 
lines; the number of indiv:dual 
ads published were 23,132. 


Eight cents per agate line it 
charged. Cash order one cent 
OO}, word, minimum, 20 cents. 


THE Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 
e eiicniaians 
CIRCULATI'N HE Minneapolis 7ribune is 
the oldest Minneapolis daily 
and has over 90,000 subscribers. 
It publishes over 140 columns of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads, price 
covers both morning and evening 
by Am. News- issues. Rate, 10 cents per line. 
paper Di'tory Daily or Sunday. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum, lbc. 
MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cr- 
culation for 1908, 10,629 daily; 14,205 Sunday. 
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NEW JERSEY 
THE Jersey City Evening Journal \eads all 
other Hudson County. newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


NEW YORE 
THE Albany Evening Yournal, Eastern N.Y.'s 
best paper for Wants and Classified Ads. 


THE Buffalo Evening News is read in over 90% 
of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 


HE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS' INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests om appeals to advertisers and busi- 
ness men Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
HE Youngstown Vindicator—Leading Waut 
Medium. lc. per word. Largest circulation. 


OKLAHOMA 
THE Oklahoman, Okla. City, 31,166. Publishes 
more Wants than any 7 Ukla. competitors. 


PENNSYLVANIA 
THe Chester, Pa., 7t#mes carries from two to 
tive times more Classified Ads than any other 
paper. Greatest circulation. 


SOUTH DAKOTA 
HE Sioux Falls Daily Press carries 40% more 
advertising than any other South Dakota 
paper; 100% more of Want ads. 


UTAH 
HE Salt Lake 7ribume—Get results—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA 
TH Evening Citizen, Ottawa, the Capital 
of Canada, prints more want ads than all 
other Oitawa papers combined, and has done 
so for years. One cent a word. 


HE La Presse, Montreal. Largest daily cir- 

culation in Canada without exception. (Daily 
99,239—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








Od) Gold Mark Papers (OO) 








Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 
_ Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (O©). 




















ALABAMA 
The Mobile Register (@@). Established 1821. 
Richest section in the prosperuus South, 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
The Evening and Sunday Star. Average, 1908, 
36,762 (@®). 
GEORGIA 


Atlanta Constitution (@@). Now as always, 
the Quality Medium of Georgia 





Savannah Morning News, Savannah,Ga. The 
Daily Newspaper for Southern Georgia. C. H. 
Eddy, New York and Chicago Representative. 


TLLINOIS 
Bakers’ Helper ( ), Chicago, Only “Gold 
Mark" journal for bakers. Oldest, best known. 
Grain Dealers Journal (@@®), Chicago, the 
grain trade's accepted medium for ‘‘Want”"’ ads. 
The Inland Printer, Chicago ). Actual 
average circulation for 1905, 15,866. 
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KENTUCKY 


Louisville Courier-Fournal (@G@)- Best paper 
in city; read by best people 


MAINE 
Lewiston Evening Fournal, daily, average for 
1907, 7,784; weekly, 17,545 ©@); 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (©). 
Boston Evening Transcript (O@©), established 
1830. The only gold mark daily in Boston. 





Worcester L’Opinion Publique (OO). Only 
French paper among 75,000 French population. 


MINNESOTA 
The Minneapolis Yournal (QO@). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


HE NORTHWESTERN MILLER 


(OO) Minneapolis, Minn., $4 per year. Covers 
milling and flour trade all over the world. The 
only **Gold Mark” milling journal! (Q®). 


NEW YORE 
Army and Navy Journal, (OO). First in its 
class in circulation, influence and prestige. 
Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (QO©). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 


Dry Goods Economist (Q@@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Fournal (QO). A consoli- 
dation of “Street Raiiway Journal” and 
“Electric Railway Review.”’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (QO©). Established 1874, 
The leader in its field. Reaches the man who 
signs the order. Ask any of its thousand 
advertisers. Circulation over 16,000 weekly. 


The Engineering Record (©©). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 

The Evening Post (@@). Established 1801. 
The only Gold Mark evening paperin New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.” 
—Printers’ Ink. 





New York Herald (@@). Whoever mentions 
America’s leading newspapers mentions the 
New York Heraid first. 





’ 


LIFE without a competitor. Humorcus 
clever, artistic, satirical, dainty, literary, The 


only one of its kind—that’s 


Scientific American (@®) has the largest cir. 
culation of any technical paper in the world, 


The New York Times has a greater daily city 
sale than the combined city sales of the other 
three morning newspapers popularly ranked 
with it as to quality of circulation. 


New York 7ribune (Q©), daily and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir, 


OREGON 


The Oregonian, (OO), established 1851. The 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 
The Press (@©) is Philadelphia's Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; The Sunday Press, 133,984. 


THE PITTSBURG 
©) DISPATCH © 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 


Providence Yournal (QO@), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (Q©), Columbia, S. ©. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA 


Norfolk Landmark (Q@). Oldest and most 
influential paper in tidewater. 


WASHINGTON 
The Seattle 7imes (O©) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 
The Milwaukee Evening Wisconsin (QO), the 
only Gold Mark daily in Wisconsin. The home 
paper that deserves tirst consideration when ad 
vertising appropriations are being made 


CANADA 


The Halifax Herald (©) and the Evening 
Mail, Circulation 16,558, flat rate. 





_ The Globe, Toronto (Q@), had 23,000 circula- 
tion a few years ago; it now has 61,409. 

















Cinematograph Pub. Co., 30 W.13th 8t., N.Y. | 





"A Sas Newspaper fe for The Home.” 
The Christian Science 


MONITOR 


OF BOSTON, MASS. 
Every Afternoon Except Suaday. 





World-wide Circulation and _  un- 
doubtedly the most closely read 
newspaper in the world, 


New York Office: _ 
No. 1 Madison Ave, 
Chicago Office 


510 ‘ orchestra Building. 


Advertising rates furnished on ap- 
plication, 
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SOILED fingers, rough usage or or- 
dinary wear won’t fray nor injure 

the celluloid tip—makes index guide 

cards outlast two of ordinary kind. 


CELLULOID TIP 
GUIDE CARDS 


have a one-piece celluloid tip folding 
over top of card-—where the wear 
comes Will not crack, fray nor curl 
up. Tip doesn’t show wear and pro- 
longs life of card. 

Ask your dealer for one piece 

tip or write direct for samples. 

STANDARD INDEX CARD Co., 
701-708 Arch Street, Philadephia. Pa. 














Lincoln Freie Presse 


German Weekly 
LINCOLN, NEBRASKA 
Has the large«t circulation of any news- 


paper printed in the German language on 
this continent—no exce puons. 


CIRCULATION 142,440 
RATE 35 CENTS 

















HERE 18 A BIG FIELD FOR ADVERTISERS 

£ amount of money spent by the public 
on the moving picture exhibitions in 1908 
exceeded the combined income of all the 
baseball clubs in the United States, and the 
bulk of it went to the 8750 readers of the | 
MOVING PICTURE NEWS | 
Our advertisers are getting results because | 
our readers have the money, and believe in | 
the News. Send for rates and sample copies. | 





















“TWIN GRIP” 


PAPER FASTENER 


It’s just that double grip 
and the turn-down lips at 
the tip that make this 

fasteffrer ideal for your 
office. Neither top, bottom 
nor middle paper can be- 
come loose—the twin 
prongs hold them all. 


The De Long Hook & Eye Co 
Philadelphia, U.S. A. 






Send 
for free 
samples in 
four sizes. 











PrinTers’ INK 
at $5 for three 
years’ sub- 
scription is the 
greatest prop- 
osition in the 
world for live 
advertisers. 











THE LEADING THEATRICAL WEEKLY 


“ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office 
1536 BROADWAY, NEW YORK CITY 

















{this is a rich county. We have 
coal, gas, oil, fine farms, big in- 
dustries. Our people are well fixed 
—many own their own homes—all 
live well, wear good clothes, and bu 
luxuries. Reach: 6,100 homes throu h 
our pages. Rates low—quality hig 

very high. Rate card on request. 
Washington Record, Washing- 
. 10m, Fa : 
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SOUTH LOOMING UP AGRICUL- 
TURALLY. 


United States Senator Bacon recently 
pointed out the increasing agricultural 
prosperity of the South. Shorter win- 
ter feeds, higher percentage of pro- 
tein in legumes, and additional crop 
possibilities make farming in the South 
more profitable than in the North or 
West. Georgia | phenic se nearly $200,- 
000,000 worth of agricultural and hor- 
ticultural products last year, whereas 
twenty-five years ago it was only $67,- 
000,000. Its cotton crop last year was 
worth more than the annual output of 
the country’s gold mines. 


+ 


yeats New England manager of the 
Walter Thompson Advertising Agen 
at Boston, died August 18th, at his sum. 
mer camp, of cancer. He was widely 
known among advertising men, 


Colin C. Cameron, for nearly 7 





The Rice Association of America met 
last week at Crowley, La., and favor. 
ably considered an advertising campaign 
for rice. Both Texas and Louisiana 
rice growers are behind this movement 
to exploit the food merits of rice and 
it is, perhaps, to reach the entire 
country in a campaign. Frank Ran- 
dolph is secretary of the organization, 











Your expense for stationery is an 
important item. Consider it care- 
fully. 

It is easy enough to have hand- 
some, impressive stationery, the kind 
that makes men respect your letters— 
if you don’t care how much you pay. 

But that is hardly ‘‘good business.” 

You turn a real trick in ‘‘business 
generalship’’ when you secure sta- 
tionery that commands attention and 
respect at a price that permits its use 
in quantities. 

In short, since you write quantities 
of important letters that must look 
their importance, you really need 


Impressive Stationery 
at a Usable Price 


There is a way at hand to secure 
it— 

Tear out this advertisement, en- 
close it with your business letterhead 
and send to us at once. 

By return mail you will receive a 
Portfolio containing 25 Specimen 
Letterheads, Printed, Lithographed 
and Embossed on Construction Bond. 

They show the Three Finishes— 
High Plate, Medium and Linen—and 
the six colors and white, in the va- 
rious thicknesses in which you can 
secure impressive stationery at a 
usable price. 

Send for these Specimen Letter- 
heads to-day. Then ask yourself 
whether you ever saw more impres- 
sive, dignified business stationery. 





If your business requires more 
than 10,000 letterheads 


per year— 


W. E. Wroe & Co., 302 Michigan Boulevard, Chicago 


And remember you can afford this 
kind of stationery on Construction 
Bond, with envelopes to match, too, 

It costs you Jess than any equally 
fine bond paper because it is sold 
direct to important printers and 
lithographers (never Psi jobbers) 
and only in quantities of 500 pounds 
Or more. 

This saving in expense goes into 
your pocket when you demand and 
secure Construction Bond for your 
business stationery. 

This is the watermark that identi- 
fies the Standard of Value in busi- 
ness correspondence papers— 


CONSTRUCTION 


Best at the Price 


BOND 


Tear out this advertisement now 
and send it as soon as you can. Use 
your business letterhead and we'll 
give you the names of printers and 
lithographers who will be glad to 
prove our statement by quoting you 
a value-giving price. 
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CANADA’S 
©||/PREMIER 
'| |MAGAZINE 


The Canadian Magazine maintains its well 
earned lead over all class and periodical publica- 
tions in Canada by sheer merit and that alone. 
From a literary standpoint it is the standard mag- 
azine of the Dominion, equalling the big maga- 
zines of both the United States and England. 











The wide popularity of the 


CANADIAN 
MAGAZINE 


is amply evidenced by the volume of its 
advertising. The manufacturer or mer-. 
chant desiring a national market cannot 
afford to ignore the preference-creating 
powers of this publication. 





THE 


CANADIAN 
MAGAZINE 


TORONTO, CANADA 


VU. S. REPRESENTATIVES: 


R. D. WHITING, 5 Beekman Street, New York. 
HENRY De CLERQUE, 701 Schiller Building, Chicago, Ill, 
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Worth While Distribution 


Distribution through the dry-goods, department and 
general stores where Butterick Magazines are sold is 
worth while because both the merchants and all their 
sales-people are accustomed to handling Advertised Goods. 


In these stores, it has been known for years that 
sales of Butterick Magazines to customers influence the 
sale of goods the magazines tell about. 


This knowledge on the part of merchants and sales- 
people—and the training they have had in the handling 
of Advertised Goods—is of far more than ordinary 
moment to every Advertiser. 


Butterick Magazines are the only Fashion Magazines 
sold in over 17,000 leading dry-goods, department and 
general stores of the United States. 


Manager of Advertising 


Butterick Building 
New York City 


F. H. Ratsten, Western Adv. Mgr., First Nat’l Bank Bldg., Chicago, IIL 


Ask Our Advertisers 
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